; 
: 


_ 


i 


' 


Aéventising Age 1 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago Ill., under the act of March 3, 1879. Copyright, 1949, by Advertising Publications, Inc. 


EBS yi 2* 3 ie ae 


AB Standards 
pheld by Vote 


Authority of Board 
Intact, But Members 
Limited to Two Terms 


CHICcCAGO—By a vote of 760 to 
70, members of the National As- 
ociation of Broadcasters have up- 
eld the authority of the NAB’s 
board of directors to enact the 
ontroversial Standards of Prac- 
ice. 

The final result of the mail ref- 
rendum, which was announced 


mt the NAB engineering conference 


ast Thursday, apparently assures 
he continued existence of the 
tandards, which have been hotly 
lebated at almost every NAB 
ieeting since October, 1946. 

The Standards of Practice be- 
ame effective July 1, 1948, subject 
0 contracts existing on May 19, 
948 (which would make the 
tandards fully effective May 19, 
949). The latest move to kill the 
tandards started with a petition 
irculated by Edward Breen of 
<VFD, Fort Dodge, Ia., and 
signed by 295 members. The peti- 
ion called for an amendment to 
he NAB by-laws to remove the 


‘Poard’s power to adopt, amend 


nd promulgate standards. 


In addition, however, the peti- 
ion asked for a vote of the mem- 
ers On whether board members 
hould or should not be limited 
0 two terms in office. By a vote 
)f 583 to 465, NAB members voted 
0 limit directors of the associa- 
ion to two consecutive terms— 
hus giving Mr. Breen and the 
etitioners a 50% victory. 

The engineering conference, 
eld from Wednesday through 
baturday last week, attracted be- 
ween 400 and 500 members. 
!wenty-seven technical papers 
vere read, and it is significant that 
00 of them discussed some phase 
! television development or re- 
earch. 


\s almost 2,000 NAB members 
ather for the opening session of 
he management conference on 
Monday, April 11, other asso- 
lation problems take the spot- 
ig\t. These include a new appeal 
or funds for Broadcast Measure- 
nent Bureau; concern over the 
Xpiration of the North American 
Resional Broadcast Agreement; 

Ossible squabble between the 
‘lear channel stations and stations 
Which back the Johnson bill 
° eliminate the clear channels; 
nc the possibility that the NAB 
Sosrd will get a proposal to re- 
reinize the association. 

‘he appeal for more funds by 
Brcadeast Measurement Bureau 
ma come at the floor discussion 
of he bureau, set for Tuesday 
noon. Dr. Kenneth Baker, 
wh took over as acting BMB 
dent when Hugh Feltis left, 
* €pected to advise the executive 
°mmittee of the bureau to ask 
w-cribers to move up their 

(Continued on Page 57) 


y 


ITS HERE...1N PEORIA 


- 
‘Q- 


2 avalier 


€ eoanmaetrree 


aris th vhew & 
fe ins Lama! op 
We wel the Cama 


4 

TEST—R. J. Reynolds Tobacco Co., last 

of the big cigaret makers to get into 

the king-size field, is using ads like this 

in Peoria, Providence and San Francisco 
to test its new Cavalier. 


Thackrey Quits 
by Request; Wife 
Resumes Control 


New YorK—Theodore Olin 
Thackrey resigned as editor and 
publisher of the New York Post 
Home News on April 6 at the re- 
quest of the board of directors. His 
wife, Dorothy Schiff Thackrey, 
from whom he has been separated, 
has taken over as president and 
publisher of the newspaper. 

Mrs. Thackrey owns the major- 
ity interest in the Post. 

A statement published in the 

April 6 edition of the Post, signed 
by Mrs. Thackrey, said thet “ir- 
reconcilable differences on funda- 
mental questions of policy made a 
request for his resignation inevi- 
table.” 
Mrs. Thackrey said he had been 
“given the choice of supporting 
the Atlantic Pact or resigning” and 
he decided to resign. 

During the last presidential elec- 
tion, Mr. Thackrey supported Hen- 
ry A. Wallace while Mrs. Thack- 
rey first came out for President 
Truman, later switching to Gover- 
nor Dewey. The newspaper carried 
the views of the Thackreys under 
their respective signatures. 

Mr. and Mrs. Thackrey shared 
the management of the Post until 

(Continued on Page 60) 


Rap at Radio 
publicity stirs up 
readers. See ‘Voice’, 
Page 52. Other features: 


I eeteitanicic casa teases ccivecacnccpiies Gétewatis 12 
Advertising Market Place ............ sore 
Business Paper Linage ............ _— 
Coming Conventions ............... 47 
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Department Store Sales ............0..0.. 6.41 
adie ivtdiiiinvshdinienaaninpenetn eee A 12 
a is recs ivundinl-casinliel 16 
Information for Advertisers ..........0 © ....... 44 


a — 
RESET eee ee ae 61 
Photographic Review .............. " cial 25 
BE BE i ebcrecicoscansecrsveresnts ined Sone 
Teleradio Man‘s Corner ............... é icaa thea 38 
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Goshorn Reports 
Wide Acceptance 
Of 4 A’s Ethics 


WHITE SULPHUR SPRINGS—Mem- 
bers of the American Association 
of Advertising Agencies really 
“respect the patterns of behavior 
stated in our standards of practice 
and qualifications for member- 
ship,” Clarence B. Goshorn, 
newly-elected chairman of the 
board of the Four A’s, told mem- 
bers at their spring meeting here. 

When these standards are 
breached, he added, “it is more 
often in ignorance than in de- 
fiance.” 

Nevertheless, he warned 
members of the danger that re- 
turning competition might release 
a flood of violations. In a discus- 
sion of “good ways not to get new 
business,”’ the president of Benton 
& Bowles quoted from a glossary of 
“an agency man not a member of 
our association”: 


ws “Ad Agency—A group of kin- 
dred souls united by the conviction 
of their superlative mastery of the 
art of separating the consumer 
from his dollars.” 

“Account Executive—A person- 
able and congenial extrovert, 
usually out of Princeton or Har- 
vard, who learns quickly. His ma- 
jor function is to pick up the 
check. In his own office, a badger- 
ing bully; in thé client’s, a rug to 
walk on...” 

“Blonde—an instrument of logic, 
frequently more effective in con- 
vincing the advertiser than six 
months of accumulated research.” 

The “ad manager” is described 
as “a person combining the wis- 
dom of Solomon, the simulation of 
Ananias, the cunning of Machia- 
velli, and the histrionic ability of 
Barrymore, John.” The advertiser 
is called “major diety from whom 
all expenditures flow; given to un- 
accountable changes of mind.” And 
the prospect is “the same as an 
advertiser but not yet lassoed.” 


e Mr. Goshorn reproduced on 
slides the “bait” offered in actual 
(Continued on Page 57) 


the 


April 11, 1949 
Volume 20 - Number 15 


15 Cents a Copy * $3 a Year 


CHICAGO 11 * Published Weekly at 
100 E. Ohio St. * DE. 7-1337 

NEW YORK 17 

11 E. Forty-Seventh St. * MU 8-0073 


ss sss FHE NATIONAL NEWSPAPER OF MARKETING 


Use Social Scientists, 
Harper Tells Agencies 


PLYMOUTH BUILDS GREAT CARS 


REPEATED—This ad—except for the new 

box—ran 13 years ago, when J. Sterling 

Getchell, Inc., handled Plymouth’s account. 

Dug up from old files, it will run this 

week in Collier's and The Saturcay Eve- 

ning Post, later in Look, through N. W. 
Ayer & Son. 


New Regulations 
Okay Military 
Supplier's Ads 


WASHINGTON—Renegotiation reg- 
ulations issued by the national 
defense establishments Thursday 
protect the advertising programs of 
companies that devote a large 
portion of their effort to military 
production. 

As worked out by a committee 
from all three services, the rules 
recognize advertising as an ac- 
ceptable cost in the renegotiation 
process when a contractor or sub- 
contractor has engaged in :nilitary 
work to the detriment of his nor- 
mal business, “and has thereby 
incurred the risk of loss of his 
competitive position in the indus- 
try concerned.” 

The renegotiation regulations are 

(Continued on Page 61) 


Last Minute News Flashes 
White Confirmed as New Head of Mutual Network 


Cuicaco—Directors of Mutual Broadcasting System, as widely pre- 


dicted, on Friday picked Frank K. White, president of Columbia Rec- 
ords for the past year, as new president of MBS, effective May 1. He 
succeeds Edgar Kobak, head of the network s_nce November, 1944. 
Previously Mr. Kobak was with NBC’s Blue network, Lord & Thomas 


and McGraw-Hill 


Publishing Co. 


Theodore Streibert, president of 


WOR, New York, is new boari chairman, replacing Lewis A. Weiss, 
Don Lee-Mutual, Hollywood. Mr. Kobak said he will open an office 
as a business consultant, with Mutual as his first client. 


Hickok Using Newspapers in 12 Cities 


ROcHESTER—Hickok Mfg. Co. has started its first newspaper cam- 


paign, using dailies of 12 cities to 


“activate” 


its magazine promotion. 


The first 300-line ad broke in the Miami Herald last Friday, and copy 
will run several times a week through May. The drive may be extended 
in the fall. Kastor, Farrell, Chesley & Clifford is the agency. 


Fuller Named ‘Sports Afield’ Ad Director 


New YorK—C. W. (Chub) Fuller, formerly advertising director of 
Street & Smith Publidéations, has joined Sports Afield as advertising 


director. 


(Additional News Flashes on Page 61) 
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Discusses Area Where 
They Can Help Admen 
at Four A’s Meeting 


WHITE SULPHUR SpRincs—Con- 
sumer buying motives, “better 
evaluation of the appropriation 
function,” and stronger bases of 
media selection were cited by Mar- 
ion Harper Jr., president of Mc- 
Cann-Erickson, as “three prob- 
lem areas where increasingly the 
advertising practitioners may ex- 
pect a fuller partnership with the 
social scientists.” 

To the annual meeting of Amer- 
ican Association of Advertising 


Other stories on the Four A’s 
meeting are in the adjoining col- 
umn and on Pages 2, 6, 26 and 57. 


Agencies here last week, Mr. Har- 
per pointed out that “by the con- 
tinuing process of bringing into 
advertising agencies outstanding 
social scientists, we should be able 
to deal more effectively wiih the 
preblems that confront advertis- 
ers.” 


gs In study of consumer motives, he 
said, “we need to take into ac- 
count the unconscious habijs, pur- 
poses, needs and motives that in- 
fluence our buying behavior. Much 
is being done in this direction, but 
the knowledge of why people do 
what they do is still much less 
than we need—much of the lit- 
erature of psychoanalysis has 
taught us that supposedly forgotten 
experiences have significant and 
far-reaching effects on our pres- 
ent-day behavior.” 

On appropriations he showed 
that “dollars put into advertising 
become, not money, but action. 
They represent messages—moved 
by vehicles of deliberate selection 
—against targets chosen purpose- 
fully with sales results in mind.” 
He noted that “such business re- 

(Continued on Page 61) 


B’way Show Hires 
New ‘Actor’ Who 
Switches to Pepsi 


New YorkK—A good case could 
be made for the battered Coca- 
Cola vending machine as the real 
star of the James Allerdice Broad- 
way play, “At War with the 
Army.” But the bruised metal 
hulk has been given the heave- 
ho just the same and has been re- 
placed with another machine. 

The play’s producers thought 
that the Coca-Cola Co. should do 
some advertising to help the show 
along. When the soft-drink con- 
cern declined, the producers de- 
cided that they’d try the opposi- 
tion. 

Last week one of the opposi- 
tion’s vending machines was 
quickly installed. And New York 
newspapers will soon carry ads 
reading: “ ‘At War with the Army’ 
has switched to Pepsi-Cola.” 

Biow Co. is Pepsi’s agency. 
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Copy Club Formed in L. A. 


Hal Stebbins, executive vice- 
president of Honig-Cooper Co., has 
been elected president of the newly 
organized Copy Club of Los An- 
geles, composed of creative direc- 
tors of advertising agencies. Jack 
Smock of Foote, Cone & Belding 
has been named vice-president, 
and William T. Adams, J. Walter 
Thompson Co.,_ secretary-treas- 
urer. 


Two Appoint Hammer Agency 


Hammer Co., Hartford, Conn., 
has been retained to handle ad- 
vertising for Shelton Tubular Ri- 
vet Co. and Waterbury Tack Co., 
both in Shelton, Conn. Both will 
use industrial publications and di- 
rect mail. 


Four A's Elects 
B&B's Goshorn 
New Chairman 


WuitTe SuLtpHuR Sprincs—Clar- 
ence B. Goshorn, president of Ben- 
ton & Bowles, New York, was 
elected chairman of the board 


Four A’s Meeting 


of American Association of Adver- 
tising Agencies at its 3lst annual 
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meeting here last week, succeeding 
Thomas D’A. Brophy of Kenyon 
& Eckhardt. 

Fairfax M. Cone, chairman of 
the board of Foote, Cone & Belding, 
Chicago, was named to replace 


Warren Kraft Fairfax Cone 


Mr. Goshorn as vice-chairman, 
and Warren E. Kraft, vice-pres- 
ident of Honig-Cooper Co., Seattle, 
succeeds Henry M. Stevens, J. 
Walter Thompson Co., New York, 
as secretary-treasurer. 

Frederic R. Gamble, New York, 
continues as president and chief 
executive. 

Directors at large elected were 


al 


a) 
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He says it doesn’t work in lowa... can’t see 
anything but The Des Moines Sunday Register! 


Advertisers can’t see anything else either—they’ve made The 
Des Moines Sunday Register one of America’s first seven 


Sunday newspapers in general 


advertising linage! 


Same way with Iowa’s families—7 out of 10 see it every 
week! It dominates 83 out of 99 counties with an average 
77% coverage (none of the 83 has less than 50% family 


coverage). 


500,000 circulation—only nine other cities have Sunday 


papers this big! 


And look at the market! low 


a’s urban market outspends 


Boston, St. Louis, Cleveland and San Francisco! lowa’s farm 


market is second to none. 
Altogether, lowa spends five 


PACKAGES A STATEWIDE URBAN 


billion a year—yet The Des 


Moines Sunday Register brings you 70% of its buying 


families for a milline rate of $1 


THE DES MOINES REGISTER anv TRIBUNE 


.70! 


ABC Circulation Sept. 30, 1948: 
Dally, 362,865—Sunday, 501,286 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


Robert D. Holbrook, Compton Ad- 
vertising; Winthrop Hoyt, Charles 
W. Hoyt Co., and Lawrence L. 
Shenfield, Doherty, Clifford & 
Shenfield, all of New York; and 
Stuart Sherman of Sherman & 
Marquette, Chicago, who fills Mr. 
Cone’s unexpired term. 


ws Directors representing councils 
are Ray Vir Den, Lennen & Mit- 
chell, New York; Julian L. Wat- 
kins, H. B. Humphrey Co., New 
England (reelected); Howard A. 
Medholt, Aitkin-Kynett Co., At- 
lantic (reelected); Ralph L. Wolfe, 
Wolfe-Jickling-Conkey, Michigan; 
Earle Ludgin, of Earle Ludgin & 
Co., Central, and C. Burt Oliver, 
Foote, Cone & Belding, Pacific. 
Continuing as directors-at-large 
are Louis N. Brockway, Young & 
Rubicam; John P. Cunningham, 
Newell-Emmett Co.; James H. S. 
Ellis, Kudner Agency, and Abbott 
Kimball, Abbott Kimball Co., all 
of New York; and Albert W. 


Sherer, McCann-Erickson, Chi- 
cago. 
Messrs. Brockway, Ellis and 


Kimball were chosen to serve, 
with the four officers, as the op- 
erations committee. 


a A story of Mr. Goshorn’s ca- 
reer appears on Page 42 of this 
issue of AA. 

Mr. Cone joined the former 
Lord & Thomas Agency in San 
Francisco in 1929, becoming vice- 
president and general manager of 
that office in 1938. Later he moved 
to New York in charge of crea- 
tive work, and in 1942 he was 
named Chicago manager. With the 
liquidation of L&T by Albert D. 
Lasker six years ago, Mr. Cone, 
Emerson Foote and Don Belding 
formed Foote, Cone & Belding. 
He is former chairman of the Four 
A’s central council. 

Mr. Kraft has been active in 
Pacific Coast agency work for 
30 years. In 1926 he merged his 
own agency with Honig-Cooper. 
He has been chairman of the 
Four A’s Pacific council, and rep- 
resented it for a year on the 
board of directors. A past pres- 
ident of the Seattle Advertising 
and Sales Club, he was recently 
elected president of the Seattle 
Rotary Club. 


s In his acceptance, Mr. Goshorn 
urged the agency executives not 
to allow the returning “buyers’ 
market to become a drug to con- 


Poss AL, 


Advertising Age, April 11, 149 


science. We have earned confide: c¢ 
by good performance when ve 
didn’t have much chance to be 
bad. Let’s not lose it by reckless 
behavior when we have everyth ng 
to gain by being good. A respe t- 
ing public has granted us pove 
greater than we have ever had fe. 
fore. 

“Let’s have the courage, te 
character and the vision not to 
abuse it.” 

Advertising, he said, “was made 
for the buyers’ market. Only the 
need for its strength brings cut 
the fullness of its strength.” He 
described the development of ad. 
vertising in the past ten years, and 
noted a “progressive adultness, 4 
greater confidcnce and willingness 
to talk to our readers and listeners 
on a level of intellectual and emo- 
tional equality with them,” and 
this in turn is the reflection of 
“the maturing of the audience to) 
which it is addressed.” 


ws Today’s 148,000,000 Americans) 
Mr. Goshorn emphasized, “haved 
their roots deeper in America thar 
any increment of other years. Vir- 
tually all were born here, of par- 
ents born here. The opportunity of 
more bountiful living is more 
evenly spread. Our interests are 
broader.” : 

In this period, he said, “the cam- 
paigns of the Advertising Counci! 
influenced our thinking and our 
behavior as no other forces of 
persuasion could do in a country) 
where thought is free and uncon- 
trolled.” 

The continuation of these pro- 
grams, he added, is keeping alive 
for everyone the importance of un- 
selfish public service of advertis- 


ing. 


Orr Appoints Rollins V. P. 


Joseph R. Rollins, formerly ad- 
vertising manager of Atlantic Re- 
fining Co., has been named a vice- 
president of W. Wallace Orr, Inc., 
New York. He will devote his time 
to new business and account su- 
pervision. 


Richmond Promotes Farrar | 


Cecil W. Farrar, director of sales 
promotion, has been appointed 
general manager of sales of Rich- 
mond Radiator Co., New York, an 
affiliate of Reynolds Metals Co. 


West Hooker Opens New Office 

West Hooker Telefeatures, Inc 
has opened new offices at 2 W 
46th St., New York 19. 
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MR. OAKLEIGH R. FRENCH of Oakleigh R. French & 
Associates of St. Louis says: 


“We are urging all of our clients with products for the in- 
stitutional field to recognize that 1949 will be a year of far- 


witnessed reversals of generally accepted thinking unprece- 
dented in the history of our country. Along with this we be- 
lieve that 1949 will prove a banner year for those adver- 
tisers who will study conditions and make their sales and 
advertising plans accordingly. 


“One of the most vital changes which is becoming increas- 


; 
4 
Pi reaching re-appraisals. Within the past few weeks we have 
> 
: 
a 


ny - ingly apparent to everyone, is the catching up of production 
a vice- with unstimulated demand. There are vast potentials which 
r, Inc have not yet been touched and which are only awaiting de- 
us time velopment through stimulated promotion and sales effort. In 
ms wy addition, U. S$. Department of Commerce new-construction 
| i figures for 1949 show that building among private institu- 
ao tts tions is expected to increase in dollar volume 35 ‘o over 
ile iy : 1948. It is estimated that public institutional building will 
pointe: yy increase 42% in 1949. 
f Rich 7 ‘We believe that manufacturers who have products applica- 
_ * 4 ble to the institutional field, and especially those who have 
, Je tae not previously attempted to sell this market will find that their 
Office = efforts can be most profitable and effective under today’s 
s, Inc conditions if they are directed to the mass-consumer field." 
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An Advertising Agency 


predicts: 
1949 will be A YEAR | 
of REATERAISALS & 


eee a a, 


2 Low. ‘COST FOOD FORMULA. FROM CLARK'S. 
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HE mass-consumer field to which Mr. 

French refers is made up of hotels, hos- 
pitals, restaurants, schools and colleges, 
dealers and jobbers, YMCA's and 
YWCA's, industrial cafeterias, railway 
systems, steamship lines, public institutions, 
o‘fice buildings and other institutions. 


INSTITUTIONS MAGAZINE is the only 


monthly publication serving these institu- 
tions and their suppliers. It is designed as 


media-files of their advertising agencies. 


oa 5: : A Consult bh no nstenan 


WRITE FOR FREE BOOKLET... 


It is a reading must for manufacturers with products applicable to the expansion, 
remodeling and rebuilding program in the institutional field; also it is for the 


the primary media for manufacturers who 
wish to tap this broad 11 Billion Dollar mar- 
ket... and keep their sales story constantly 
before the more than 200,000 key individ- 
uals who read INSTITUTIONS MAGAZINE 


each month. 


To determine how INSTITUTIONS MAG- 
AZINE can serve you to keep your product 
information before this broad institutional 
field, write direct or consult your adver- 
tising agency today! 


“Institutions Build" 
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Stores Aided Carpet 
Show With $1,394,778 
in Newspaper Ads 


New YorK—Newspaper adver- 
tising totaling $1,394,778, placed 
by 2,447 stores throughout the 
United States, supported the first 
annual Carpet Fashion Opening, 
March 1-10, according to Merrill 
A. Watson, president of the Car- 
pet Institute. 

Mr. Watson said these stores 
placed 2,689,556 lines of advertis- 
ing in newspapers and that only 
7% of this was of a strictly pro- 
motional nature. The great bulk 
of the ads was fashion advertising 
tying in with the opening, Mr. 
Watson said. 


Atco Proposals Accepted 


Steckholders of the American 
Tobacco Co. April 6 voted by a 
98% majority to accept its man- 
agement’s retirement and disa- 
bility plan and correlated plan 
to limit officers’ incentive pay to 
5% (AA, March 7). 


Renewal of Negotiations 
Asked in Chicago Strike 


John J. Pilch, president of Chi- 
cago Typographical Union No. 16, 
last week asked Chicago news- 
paper publishers to renew nego- 
tiations on a new contract, fol- 
lowing rejection by striking mem- 
bers of a “final” contract proposal 
offered March 10. 

By a vote of 1,226 to 93, mem- 
bers of the AFL union upheld the 
recommendation of their nego- 
tiating committee to turn down 
the offer. Although terms of the 
proposed contract had been agreed 
upon, except for wages and the 
contract’s length, the union nego- 
tiating committee later rejected a 
$10 weekly wage increase, and the 
executive board of the Interna- 
tional Typographical Union said 
some of the contract terms were 
contrary to ITU laws and “would 
be degrading to the membership” 
of the union local. 


‘Newsweek’ Ups Cunningham 
John P. Cunningham has been 
named manager of the New York 
advertising sales staff of News- 
week. He has been a member of 
the staff for the past seven years. 


Macfadden Adds 
‘True Story’ to 
Women’s Group 


Record Guarantee of 
5,250,000 for 6 Books 
Is Offered by New Unit 


NEw YorK—With October, 1949 
issues, Macfadden Publications will 
combine True Story and the five 
publications in the present Mac- 
fadden Women’s Group into a new 
unit to be known as True Story 
Women’s Group. 

The new unit will have a cir- 
culation guarantee of 5,250,000, 
which Macfadden calls “the larg- 
est in the magazine publishing in- 
dustry.” (It is 50,000 higher than 
the current guarantee on Life, but 
well below those of The American 
WeeRly and This Week Magazine.) 


Edward Lethen 


O. J. Elder 


J. L. Mitchell 


Wes Jones 


True Story Women’s Group will 
comprise (in addition to True 
Story) True Romance, Experi- 
ences, Photoplay, True Love & 
Romance and Radio & Television 
Mirror. As has been the case with 
the Macfadden Women’s Group 
in the past, advertisers will be able 
to buy one or any combination of 
the six magazines. 

A rate card for the group will 
be in advertisers’ hands shortly, 
with one feature being an exten- 
sion of frequency discounts to all 
space. For example, a b&w page 
in all six publications of True 
Story Women’s Group will range 


eration Log” 


| How BMI Diagnoses 


aN . 


Your 


Music Logs Scientifically 


veRY 14 months your station supplies BMI with a 
log of the music you've performed each day for 
one month. This log, properly analyzed, determines the 
payment to composers and publishers, who are com- 
pensated by BMI on the basis of actual use of their music. 
And, as important to you, your daily music log is 
the pulse of your station’s musical programming. It is 
vital to you, for it charts the exact strength of the heart 
of your broadcasting. A study of your log helps you 
appraise the quality and selectivity of your music. 
BMI will gladly send you a FEVER CHART, or analy- 
sis, of your station's log if you will simply ask for it. 
In 1941 BMI instituted the first scientific and automatic 
system of checking actual broadcast use of music. Em- 
ploying the very latest IBM electronic accounting and 
tabulating machines, BMI’s “Operation Log”’ turns out 
a wealth of interesting facts and figures. 
With more than 32,400 daily logs to be examined 
each year, the physical task of processing them is stag- 


BROADCAST MUSIC, 


580 FIFTH AVENUE « NEW YORK 19.N.Y. 
New York « Chicago « Hollywood 


gering. Every BMI licensee has been most cooperative 
in supplying its logs when asked to do so. This co- 
operation has resulted in standards of efficiency which 
amaze everyone who has seen BMI’s logging system 
in operation. 

You'll have an opportunity to see a typical BMI log- 
ging job at this year’s NAB Convention when you visit 
the main exhibit hall at the Stevens for a look at BMI’s 
“Operation Log” in action. 


if unable to attend the NAB Convention, write 
to Station Relations Department at BMI for 
your copy of “Operation Log” in 
pamphlet form, illustrated. 


INC. 


from $11,400 one time to $10,500 
for 12 times; for four-color pages, 
the one-time rate will be $17,100, 
and the 12-time rate $15,000. 


ws Separate orgenizations of Mac- 
fadden Women’s Group and Trix 
Story are being combined. J. L 
Mitchell, formerly advertising 
manager of True Story, becomes 
advertising director of the new 
group, and Edward F. Lethen, 
formerly advertising manager of 
Macfadden Women’s Group, is ad- 
vertising manager of the new unit 
Albert J. Degen and Leslie R 
Gage will be western co-managers;: 
Joseph M. Dooher, Pacific Coast 
advertising manager, and Metz B 
Hayes, New England manager. 
Former True Story promotion 
manager Wes Jones has _ been 
named promotion director of the 
group, and Everett R. Smith, Mac- 
fadden’s research director, wil! 
move his department into it. 
Rate base for the new unit, said 
O. J. Elder, president of the com- 
pany, will be as low as $2 a page a 
thousand circulation, when max- 
imum discounts are earned 


a A full-page newspaper cam- 
paign on the merger breaks in 
large cities today, April 11. A 
special campaign has been pre- 
pared for business papers on the 
mechanics, costs and other data 
Both will be placed through St 
Georges & Keyes, New York. 

Research findings by Magazine 
Audience Group and Stewart, 
Dougall & Associates, under Ever- 
ett Smith’s direction, will be shown 
to advertisers in principal cities 
starting this week. The first report 
will claim, in terms of a typical 
city, coverage extended to 42% of 
women over 15 years by one 0! 
more magazines in the group. M: 
Smith said figures will reveal 
“coverage running as high as 32% 
of families and 37% of wage earne! 
families.” 


@ Macfadden Publications had 
gross revenue last year of $14,- 
846,498, compared with $14,419,313 
in the preceding year. But rising 
costs cut net income for last yea! 
to $422,107, compared with $716,- 
586 in the preceding year. Net 
profit from operations fell to $869,- 
326 in 1948 compared to $1,299,033 
in 1947. 

The company’s circulation rev- 
enue rose $567,521 to $7,648,772, 
and advertising revenue decreased 
$100,533 to $6,931,496 in 1948. 


Pabst May Sponsor Eddie 
Cantor on TV Next Fall 


Negotiations were under w}) 
last week for a new televisi 
show next fall starring Eddie Ca.- 
tor, with Pabst Sales Co., Chica:0, 
as the likely sponsor. 

Although the deal is far from 
complete, Pabst’s advertising « |- 
rector, Nathan Perlstein, plans 4 
trip to the West Coast to disci 5s 
plans with Cantor. The progr ™ 
probably will be aired from ‘¢ 
coast by kinescope, it is said, | u' 
network time has not been -'!- 
ranged. The video series, accord 
to Cantor’s plans, will differ fr ' 
his radio show and probably v 
be aired twice a month under “¢ 
title, “School of Show Busine: s 


mm 


Horsey Names Stewart V. P. 

J. I. Stewart has been appoin © 
vice-president in charge of ope @- 
tions of J. William Horsey (C:"- 
ada), Toronto. The company op '- 
ates as record analyst and of! ' 
microfilm services to indust! 4! 
and commercial concerns. 
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elt is hard to see why anybody without some kind of active interest in 
farming would want to subscribe to Farm Journal — unless they just 
like to read the advertising. But our Mr. Wilson of Circulation, spends 
a lot of his time keeping Farm Journal out of the hands of the wrong 
people. If their interest is not clearly identified, he first sends ’em a 
reply card, and if that is not satisfactory he writes them what we can 
only describe as a stiff letter. “You do not live on a farm,” he says 
disagreeably. ‘‘And there is no evidence from your stated occupation 
that you have agricultural interests of any kind...” 

To say that burns most of ’em up puts it mildly, as you can see from the 
typical replies on this page. 

We repeat, for your information, the analysis of some of the latest replies 
from people who qualified after Mr. Wilson’s 3rd degree treatment: 
(About 10% don’t qualify.) 


Owns or operates a farm 24% 
Will own farm soon 25% 
Does business with farmers 18% 
Raised on farm 16% 
Family owns or operates farm 7% 
Agricultural College 6% 
Just like it 4% 


We and Mr. Wilson go to all this fuss because some people kindly 
point out that in some prosperous counties Farm Journal has more 
circulation than there are farms. But, “farms” don’t buy anything—people 
do. Then too, there are more farm families than there are farms. 
Besides, what about the men in towns who sell the farmer machinery 
and the bankers who finance it? Is the fact that they don’t live on farms 
any reason why they should not be permitted to buy Farm Journal, too? 
We cover more farm families in the paydirt sections than any other 
magazine by far. Reader interest in the advertising we carry is so high 
that one fellow recently sold $280,000 worth of tractors from a $1,236 
investment in our space. 

Frankly, when advertisers get results like this ~ and they do — we 
can’t see why anybody should be worrying about the addresses of any 
of our 2,700,000 subscribing families. 


More than 2,700,000 good families like to read ads in 


Fann Jounal 


GREATEST SELLING FORCE IN AMERICA’S GREATEST MARKET 
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Gardner Appoints Casey 

Arthur Casey has been appointed 
director of radio and television of 
Gardner Advertising Co., St. Louis. 
He was formerly with Stix, Baer 
& Fuller, Station WOL, Station 
KMOX, and owner-manager of 
Arthur Casey Players. 


WHBF-FM Increases Power 


WHBF-FM., Rock Island, IIl., has 
increased its power from 3,600 
watts to 35,000 watts. 
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TRUE readers want to be alone with 
their favorite man’s magazine. And no 
wonder! It’s packed with scoops, adven- 
ture, sports and the good life for men. 
If you advertise a brand, you'll find i 


...It Pays to Cater to the Men!... 
Send for copy of TRUE, Dept. A8, 67 W. 44, N.Y. 
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Richer Families 
Best TV Market, 
Langhoff Finds 


Disputes Coy Estimate 
of 18,000,000 Sets 
in Next Five Years 


WHITE SULPHUR SPRINCS—De- 
spite the “many roof-top surveys 
from commuter-train windows” 
which find “forests of antennae on 
low income homes,” television set 


Four A’s Meeting 


ownership for the immediate fu- 
ture probably will be confined 
largely to higher-income families, 
Peter Langhoff, research director 
of Young & Rubicam, pointed out 
here Wednesday at the annual 


meeting of the American Associa- 
tion of Advertising Agencies. 

As a “fragment of new data” on 
the subject, Dr. Langhoff said, 
“Y&R recently completed a na- 
tional survey, using a known prob- 
ability sample, in which we asked 
about plans of non-farm families 
to buy TV sets. For each family 
planning to buy in the lowest eco- 
nomic quarter, there are two in 
the lower middle quarter, three in 
the upper middle quarter, and four 
in the top economic quarter.” 

The 1,400,000 TV sets installed 
in the United States today, he 
pointed out, are more than five 
times the number of a year ago, 
but less than one-tenth of the num- 
ber we may have five years from 
now. 


a Dr. Langhoff was inclined some- 
what to question, however, the re- 
cent estimate by Wayne Coy, FCC 
commissioner, of 18,000,000 sets by 
the end of 1953. The metropolitan 
markets, “to which television is 
virtually limited by presently 
avajlable channels,” may not be 


able to absorb 17,000,000 more sets 
in this period, he said. Ultra-high 
frequency channels would help, 
but “the best engineering opinion 
I have found considers two years 
a minimum for developing UHF 
transmitters and receivers to a 
commercial standard.” 

Noting that stations now operat- 
ing serve about 40% of the pop- 
ulation, he predicted that “from 
here on, the coverage of the tele- 
vision umbrella will expand slow- 
ly.” The 60 stations in 32 markets 
which now have construction per- 
mits—some of them authorized for 
markets which already have TV— 
would increase coverage to be- 
tween 45 and 50% of total pop- 
ulation. 

Dr. Langhoff cited Hooper re- 
ports for metropolitan New York 
which showed that the peak month 
for sets-in-use is January, with 
57%, and the bottom, 35%, is hit 
in July and August. “This,” he 
said, “is almost exactly the shape 
of the radio seasonal curve. The 
significant difference is the higher 
level of the seasonal curve for 


CLEA 


its radio stations have 
successfully. 


“The Billboard.” 


three consecutive years: 


In its quarter-century history, the radio industry has 
furnished many examples of distinguished public 
service in times of crisis. Almost every community 
has had its flood, hurricane or disaster, during which 


pitched in wonderfully and 


WHO is proud to have shared in many such epics of 
public service —is still prouder, however, of a con- 
tinuing service we have now been rendering for over 


In December, 1945, WHO spotted an international 
emergency of hunger and poverty in Europe — began 
telling its listeners about it three nights a week, from 
10:30 to 10:45, on our local public-service feature, 
WHO listeners in 39 states re- 
sponded immediately, sending parcels to European 
families whose names were supplied by WHO. For 
three years the response has continued. To date, 
more than 260,000 packages from 41 states have 
gone to 8 European countries, and now (480 pro- 


A WORLD 


ee AO 


ee 


R-CHANNEL PUBLIC SERVICE IS 
INFLUENCE FOR 


PEACE AND HUMANITY 


Se 


i 


~ 


grams later! ) the response is still strong and steady! 


This remarkable record is proof of WHO's listener- 
acceptance and confidence, based on many years of 
sincere good service. It stands to reason that such 


confidence is also conferred, in large measure, on the 


products advertised over WHO, and on the people 


who make them. 
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* for lowa PLUS * 
Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 
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television—50 to 70% higher tl ap 
radio.” 


ws He estimated the present cos 
of “a half-hour of premium tine 
on the better TV stations in 4]j 
available markets” at about $6,500 
This includes cost of coaxial in. 
terconnection and kinescope -e. 
cordings for stations which cannot 
be interconnected. An advertiser 
may buy the same half-hour on ‘he 
complete NBC or CBS radio net- 
works for about $17,000. 

While rates, including studio re- 
hearsal time, on the three oldest 
New York TV stations have dou- 
bled in the last 15 months, the 
number of sets in that market in- 
creased six-fold, he said, adding 
“The resultant cost per half-hour 
evening program per 1,000 sets ha; 
dropped from $6.65 to $2.95.” 

Dr. Langhoff expects this trend 
to continue, but pointed out that 
“talent and production costs are 
the greatest element of the TY 
advertising budget...The direc- 
tion of this trend will be upward.” 


FOUR A’S FORMS NEW 
CHESAPEAKE CHAPTER 


New YorK—Formation of the 
Chesapeake chapter of the Ameri- 
can Association of Advertising 
Agencies, an outgrowth and ex 
pansion of the former Baltimore 
chapter, including the ten office 
of Four A’s member agencies in 
Baltimore, Washington and Rich- 
mond, was announced last week. 

Officers elected are: Theodore 
A. Newhoff, Theodore A. New- 
hoff Agency, chairman; Sidney 
Levyne, S. A. Levyne Co., vice- 
chairman; Fred J. Harch, Mac- 
Manus, John & Adams, secretary- 
treasurer; and Joseph Katz, Joseph 
Katz Co., and Wilbur VanSant 
VanSant, Dugdale & Co., governors 
All are in Baltimore. 


Buys ‘Poultry & Rabbit’ 


J. J. Publishing Co., Giendale 
Cal., has purchased Poultry & Rab- 
bit Monthly from its founder anc 
publisher, D. Monroe Green, Tem- 
ple City, and will change the 
name to Rabbits & Poultry. J. J 
Publishing ‘takes over with the 
April issue. 


Champion Promotes Skillman 


Calvin Skillman, publicatio 
editor, has been named assistan' 
director of public relations of thé 
Champion Paper & Fibre Co 
Hamilton, O. Stewart Jones has 
been appointed to succeed Mr 
Skillman as publication editor. 


( Advertisement) 


Named by Du Mont 


oe So et le ee SE 


yno 


Commander Mortimer W. Loewi 
was recently appointed director o! the 
Du Mont Television Network. C  m- 
mander Loewi is also executive as 1s‘ 
ant to the president of Allen B. Du 
Mont Laboratories, Inc. Comma de! 
Loewi reads The Wall Street Joi © 
regularly. He is among the -), 
operating executives of America: 1"- 
dustry (of a total audience of 2: ', 
business leaders) who keep poste 
the eventful news presented in A: :e!- 
ica’s only national business daily If 
you have a message for the succe: *! 
executives in business and indu ‘'y; 
The Wall Street Journal should ! °a¢ 
your list. 
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Half the Philadelphia market 
lives OUTSIDE the city limits! 


Make sure you’re on the right route to success 
in The PHILADELPHIA MARKET. 


For this market is twice as big as the city itself. 
In the 13 surrounding counties—in scores of 
prosperous cities and towns—live most of the 
4,000,000 persons who make up this vast 
market area. 


And as the chart proves... to reach all these 
buyers... to sell them... you need the pro- 
ductivity of THE INQUIRER. 


Compare these ‘‘Up-to-Date Figures’ — 


NOT JUST THE “HUB" — BUT 
THE WHOLE RICH MARKET! 


DAILY SUNDAY 


INQUIRER INQUIRER 
Jo OF FAMILY COVERAGE 


77.8 86.5 
75.0 87.7 

69.2 84.2 
30 MAES 65.5 82.1 


WITHIN 58.7 75.2 
40 MILES ‘ 

z a 
WITHIN 


50 MILES 


WITHIN 
20 MILES 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Inquirer 


Exclusive Advertising Representatives : 


TED W. LORD, Empire State Bidg.,N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Cadillac 6005 
West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 
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Bullis and Borden 
to Get Parlin Award 


PHILADELPHIA—Harry A. Bullis, 
chairman of the board of General 
Mills, and Prof. Neil H. Borden, 
professor of advertising of the 
Harvard University Graduate 
School of Business Administration, 
have been named recipients to 
share the 1949 Parlin Memorial 
Award. 

William C. Gordon Jr., pres- 
ident of the Philadelphia chapter, 
American Marketing Association, 
has announced that the two men, 
prominent in advertising and mar- 
keting, are being honored for one 
of the most outstanding contribu- 
tions to the science of marketing 
in 1949—a study of General Mills’ 
marketing program conducted by 
the Harvard University Graduate 
School of Business Administration 
(AA, July 26, ’48). 

The award will be presented 
at a dinner to be held at the War- 
wick Hotel here on May 18, when 
the two men will deliver the 1949 


Parlin Memorial Lecture on “An 
Appraisal of a National Marketing 
Program.” 


e The award and lecture are spon- 
sored annually: by the Philadel- 
phia group in honor of the late 
Charles Coolidge Parlin, pioneer 
in market research. 

This year’s award is the first 
to be shared by two men. Pre- 
vious recipients include M. E. 
Coyle, executive vice-president, 
General Motors, 1948; Robert 
S. Wilson, vice-president, Good- 
year Tire & Rubber Co., 1947; 
Edwin B. George, economist of 
Dun & Bradstreet, 1946; and Dr. 
George A. Lundberg, sociologist 
of the University of Washington, 
1945. 

Mr. Bullis has been a director 
of General Mills since 1930, and 
was president from 1942 until his 
election to his present position 
in 1948. Professor Borden has been 
at Harvard since 1922, when he 
was made assistant dean. Since 
1938 he has been professor of 
advertising. 


ABC Network Reports 
Steady Rating Gain 


American Broadcasting Co. re- 
ports its commercial nighttime 
Hooperatings, which have been in- 
creasng steadily, are up 68% for 
the first quarter of 1949, over the 
comparable period in 1946. This 
is a gain of 2% over 1948's first 
quarter. 

Based on A. C. Nielsen Co. rat- 
ings, ABC gained 39% in the first 
two months of 1949 over the four- 
year period. Edward F. Evans, 
the network’s director of research, 
pointed out that American leads 
all other networks on Sunday and 
Friday nights with average ratings 
of 12.1 and 10.9, respectively. 


Radio Club Nominates Karol 


John J. Karol, CBS network 
sales manager, has been nominated 
president of the Radio Executives 
Club, New York, for the ensuing 
season. Others on the slate are: 
Gordon Mills, business manager, 
radio and television department, 
Kudner Agency, vice-president; 
Lewis H. Avery, president, Avery- 
Knodel, treasurer, and Claude 
Barrére, secretary. 


Gas, Tobacco, 


Beer Sponsors 
Call Batter Up! 


New YorK—Baseball’s regu- 
lars—gasoline, tobacco and beer 
companies—will be in their usual 
sponsors’ boxes this year when the 
great American sport gets under 
way. 

N. W. Ayer & Son is planning an 
expanded schedule for Atlantic 
Refining Co., one of baseball’s big- 
gest time buyers. The oil concern, 
with Narragansett Brewing Co., 
Providence, as co-sponsor, will 
carry broadcasts of the Boston Red 
Sox and Braves games over a 
New England network. WHDH, 
Boston, is the originating station. 

Chevrolet Dealers Association, 
comprising 109 dealers within 50 
miles of Boston, has contracted for 
part of Boston’s major league dia- 


2. JOHNS-MANVILLE PLANT, Natchez. Now 
at peak capacity, producing 125 million sq. ft. of 
insulating board annually. Wood pulp industries add 
$229,000,000 to Deep South wealth each year. Another 
reason why WWL-land exceeds national average in 
increased income, buying power, general prosperity. 


1. D’EVEREAUX, Natchez, Mississippi — a 
superb example of Grecian architectural influ- 
ence in the Deep South. Great trees and elab- 
orate landscaping provide a perfect setting for 
this temple-like mansion. 

Photo from the national best seller, “‘Natchez on the 
Mississippi,”’ by Harnett T. Kane of New Orleans. 


WWL PRIMARY DAY-TIME COVERAGE 
591,030 BMB STATION AUDIENCE FAMILIES 


i ain 


3. WWL’S COVERAGE OF THE DEEP SOUTH 
50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


Note: Coverage mapped by Broadcast Measurement Bureau. 
Some scattered counties, covered by WWL. are not shown. 


50,000 WATTS 


CLEAR CHANNEL 


The greatest selling power 
in the South’s greatest city 


CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 


NEW ORLEANS 


“DEPARTMENT OF LOYOLA UNIVERS 


Se ce 
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mond events for television. Chan - 
bers & Wiswell is the agenc 
Narragansett, which is handled ty 
Standish, Inc., also is expected ‘o 
co-sponsor the telecasts. 

Atlantic Refining shares adve) - 
tiser billing in Philadelphia wit) 
Supplee-Wills-Jones Milk Co., an 
Ayer client, and P. Ballantine 
Sons, through J. Walter Thompso ; 
Co. Atlantic and Supplee wi)! 
cover the Phillies’ and Athletic,’ 
contests for AM listeners over 17 
eastern Pennsylvania stations. Ke, 
outlet is WIBG, Philadelphia. 


@ Ballantine is Atlantic’s TV co- 
sponsor for the A’s and Phillies 
Facilities of WCAU-TV, WFIL-TV 
and WPTZ will be used. Also on 
the brewing company’s _ sports 
schedule are telecasts, over WABD, 
and broadcasts, over WINS, of the 
New York Yankee games. General 
Cigar Co. is buying half the latter 
for White Owl. 

Play-by-play description of the 
Pirates’ activities will be carried 
over WWSW, Pittsburgh, and a 
network of 20 stations, with Rieck- 
McJunkin Dairy Co. and the re- 
fining company footing the bill. So 
far, the Pirates have turned a cold 
shoulder to all telecast offers. 

In Baltimore, Gunther Brewing 
Co. shares the cost of broadcasting 
the games of the International 
League Orioles with Atlantic Re- 
fining. Time is bought on indepen- 
dent Station WITH. 


@ Liggett & Myers Tobacco Co 
will stick with the New York 
Giants and Washington Senators 
this year. Newell-Emmett Co. has 
cleared time on WWDC (AM) and 
WTTG (TV), Washington, and 
WMCA (AM) and WPIX (TV), 
New York. 

Chesterfield also is expected to 
preempt all outdoor space in the 
Polo Grounds again this season to 
make sure that the WPIX cameras 
don’t accidentally give a free ride 
to some other advertiser’s products 
while picking up a home run. F 
& M. Schaefer Brewing Co. (Bat- 
ten, Barton, Durstine & Osborn) 
and the Post Cereals division of 
General Foods Corp. (Benton & 
Bowles and Young & Rubicam) 
contracted to broadcast the dia- 
mond activities of the Brooklyn 
Dodgers some time ago ove! 
WMGM, New York. Schaefer is 
doubling as the Bums’ television 
sponsor over WCBS-TV. 


ew Walgreen Co. (Schwimmer & 
Scott) and P. Lorillard Co. (Len- 
nen & Mitchell) will share AM 
expenses for the home schedule of 
the White Sox, over WJJD, Chi- 
cago, and the Cubs, over WIND, 
Chicago. 

WGN-TV will cover 77 White 
Sox home games. This station will 
share the Cubs’ games with WBKB 
and WENR-TV. Old Gold will 
sponsor half of the total of 144 
games which WGN-TV telecasts 

In Cincinnati, the Burger Brew- 
ing Co. has bought broadcast and 
telecast rights to the Reds’ games 
This bustness goes to WCPO. 
WLWT (TV) and WCPO-TV. Fa- 
dio and video audiences will re- 
ceive up-to-the-minute reports on 
the St. Louis Cardinals, court«s) 
of Griesedieck Bros. Brewing 0 
At least 15 games are to be te'e- 
vised. 

Beer commercials will be in 
evidence in Detroit, too, wh-reé 
Goebel Brewing Co. has signed t° 
televise half—at least 35 game — 
of the home schedule of the Tig: "’s 

Standard Brewing Co., Ro. h- 
ester, will sponsor radio bro. d- 
casts of the Cleveland Indi.ns 
games, through Hart-Conway ~° 


Van Diver in Philadelphia 


W. L. Bunnagar, formerly 4c 
count executive and art dire: to 
of Roche, Williams & Cleary, P)iil- 
adelphia, has joined Van Dive! 
& Carlyle as supervisor of ‘he 
agency’s new Philadelphia of!icé 


in the Commercial Trust building, 


16 S. Broad St. 
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‘of the Vew York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 


1 office ‘an Francisco 4, Cal., 


with First 3’s 
SUNDAY PUNCH 


Give your advertising CONCENTRATED POWER in 
the /mportant Industrial North and East. First 3 
MARKETS GROUP delivers 50% average coverage 
of all families in 1658 cities and towns which 
account for one-half of the total U. S. retail sales. 


IRS 


| MARKETS GROUP 


155 Montgomery Street, GArfield 1-7946 ° 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure « Colorgravure 


Picture Sections « Magazine Sections 


+ Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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Seeds Agency Promotes Two 


Harry B. Goldsmith Jr., vice- 
president, has been named director 
of all media of Russel M. Seeds Co., 
Chicago. Arvid H. Bergsten, who 
has been assistant space buyer for 
eight years, has been appointed 
space buyer. He succeeds John 
Berling, who has retired after 32 
years with the agency. 


To Sive & Rosenfield 


Arthur A. Radkey, formerly ex- 
ecutive radio producer in the New 
York office of Dancer-Fitzgerald- 
Sample, has been appointed radio 
and television director of Sive & 
Rosenfield, Cincinnati agency. 


‘ want them to see. Boost ad impact 
with new layout formula: art plus eye- 
science. Airmail your ad plan hea to 
AD SCRIBE, NORTH CANTON (6), OHIO 
This man has the psych prof’s books, the 
artist's touch, the salesman’s slant. Works 
fast from minimum notes. Does keen layouts 
for industry advertising managers who KNOW 
but can’t spend big . §& years agency 
creative experience. 


AD SCRIBE, NORTH CANTON (6), OHIO 


GET readers to see what-when-as you 


Transparencies 
in Natural Light 
Colorful, Cheap 


California Teknicromes 
Used by Toni, Others; 
Is One of Six of Type 


Los ANGELES—A new type of 
color transparency for advertising 
display, which gives a_ three- 
dimensional effect in natural light 
as well as when used in shadow 
boxes, is now being produced here 
by California Teknicrome Prod- 
ucts. 

The new process makes possible 
faithful reproduction of any origi- 
nal art work or color transparency 
at a price said to be considerably 
lower than previously possible; 
in quantities of 5,000, a 24x36” 
transparency can be made for ap- 


proximately $2 to $2.50 each. In 
quantities of 2,500, 8x10” transpar- 
encies cost about 42¢. 

Teknicromes can also be made 
directly from color plates at a 
conversion cost of approximately 
$100. 


e The process can be used for 
numerous decorative purposes, but 
emphasis is placed on advertising 
display applications. Initial users 
of the new transparency include 
Pan American Airways for promo- 
tion of flights from South America 
to Bermuda; Toni Co. is using it 
for the “Which Twin Has The 
Toni” theme, in display pieces 
now being placed in drug stores 
throughout the country. Holly- 
wood-Maxwell brassieres is now 
using a Teknicrome reproduction 
of a current ad for a point-of-sale 
display tying in with its advertis- 
ing. 

Basic to the process is a method 
of dry offset printing perfected 
by Samuel Orkin, inventor of the 
process. Deterioration of display 
values is eliminated by use of 


NEWEST—This Toni Co. counter display is 

the newest transparency produced by 

California Teknicrome Products’ new 
method. 


specially developed color film and 
plastic printing surfaces which are 
rigid and do not expand or con- 
tract. Materials used are non-in- 
flammable. 


es Arthur Saltman, president and 


Does distribution cost too much? 


THE ROLE OF “DISTRIBUTION” 
in our competitive economy has too 
often been misunderstood. Periodi- 
cally, such cries as ‘‘eliminate the mid- 
dleman,”’ “‘tax the chain stores,” or “‘cut 
out the waste of advertising,’’ have aris- 
. . and won political support. 


en. 


On the other side, students of the 
problem often ask “‘Can’t we actually 
LOWER consumer prices by spending 


more on distribution?” 


For nothing happens in our economy 
until something is sold. And without 
mass selling the increased consumer 
values which come from mass PRO- 
DUCTION would be impossible. 


Recently Don Francisco, Vice Pres- 
ident, J. Walter Thompson Company, 
undertook to analyze this whole sub- 
ject in its historic, economic and prac- 
tical marketing aspects. 


“The number of jobs in our production system is determined, 


States. 


go from here? 


prosperity. 


His summary a copy? 


in the last analysis, not by management ... not by the 


unions . 


.. but by how much goods can be sold.” 


was presented last month before the 
National Marketing Conference of the 
Chamber of Commerce of the United 


Mr. Francisco examines questions 
such as: What shall we include in “‘dis- 
tribution costs’? How shall we judge 
whether they are too high? Why have 
percentage costs gone up? What sort of 
economies are desirable? Where do we 


The whole subject is of key impor- 
tance just now, 
ence on employment and continued 


We shall be glad to send you a 
copy of “Distribution—a Look 
Back, and a Look Ahead” 
for your own study. It is 
free. Would you like 


The public is accustomed to getting what it wants, when and where it wants it! 


because of its influ- 


York 


For a final answer, each indi- 
vidual case must be studied on 
its own merits. But as Mr. Don 
Francisco said recently before 
the Chamber of Commerce of 
the United States, 
important fact is that distribu- 
tion costs should be considered 
as an integral part of total costs, 
and not dealt with separately.” 

Percentage figures are mislead- 
ing. If the over-all cost is reduced 
by adding distribution expenses, 
then the net result is a gain for the 
community. 

Mr. 
this timely problem in the book- 
let ‘“‘Distribution—a Look Back, 
and a Look Ahead’”’ will be of 
interest to all those engaged in 
business management or mar- 
keting. Write for your copy to 
J. Walter Thompson Company, 
420 Lexington Avenue, 


other fully staffed offices in stra- 
tegic cities around the world 


“The all- 


Francisco’s analysis of 


New 
17, N. Y. Twenty-two 
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general manager of the compan , 
points out that the new transpar - 
ency is distinctly different fror, 
the five other methods of obtainin z 
that effect in advertising display 
material. 

With color film, a shadow bo« 
must be used, he points out. Her: , 
the film is affected by heat afte: 
several months and lighting i; 
required to get necessary visibilit 
and dimensional effect. Transligh: 
film, which has a flat finish allow - 
ing color to be applied to it, ha; 
qualities similar to those of color 
film, Mr. Saltman said. 

Screen processing on glass is 
normally used for lettering only 
because half-tone values are not 
too effective, he says, and painting 
on glass by hand does not require 
light for display value but is ex- 
pensive because it must be etched 
before painting. 


a Video Vision, a patented pro- 
cess whereby actual depth is ob- 
tained through a series of con- 
secutive pictures, is considered by 
Mr. Saltman to be superior to all 
other processes, including his Tek- 


|nicrome. However, the process is 


expensive and normally not “com- 
mercially feasible” for display use, 
he says. 

Advantages claimed for Califor- 
nia Teknicrome are that, in addi- 
tion to third-dimensional color 
fidelity and low cost, it will not 
scratch or fade over long periods 
of time, and it can be washed with 
soap and water. The lithograph ef- 
fect obtained gives the transpar- 


ency full visibility, clarity of 
color and dimension in normal 
light. 


The transparency is available in 
two types, clear and opaque. When 
the clear film is used, it is possi- 
ble to put two different trans- 
parencies on opposite faces of a 
display using edge lighting, with 
visibility of each unimpaired. 


Carl Otto Leaves Loewy 
to Establish Own Firm 


Carl Otto, industrial designer, 
nas resigned as a partner in Ray- 
mond Loewy Associates to open 
his own general industrial design 
office in New York. Prior to his 
association with Loewy, Mr. Otto 
was with Norman*Bel Geddes’ or- 
ganization. . 

While with Loewy, Mr. Otto 
opened the company’s London of- 
fice and managed it for five 
years. 


Decca Records Names 
Rackmil President 


Milton R. Rackmil, formerly ex- 
ecutive vice-president, has been 
named president of Decca Records, 
Inc., New York, to fill the vacancy 
created by the death of Jack Kapp, 
the company’s founder and first 
president. 

Decca also announced the sign- 
ing of a new seven-year contract 
with Bing Crosby. 


Milton Joins Lamb & Keen 


John Milton, formerly in tlhe 
copy department of Lewis & Gi - 
man, Philadelphia, has joined 
Lamb & Keen, Philadelphia, ‘5s 
copywriter and account executiv °. 


WDAS Promotes Beeuwkes 


Lambert B. Beeuwkes, comme - 
cial manager, has been promot: 4 
to general manager of Stati. 
WDAS, Philadelphia, succeedi’ 2 
Leslie W. Joy, who has retired. 
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Free Enterprise and State Lines 


During the session of the Wash- 
ington state legislature which has 
just ended, several advertising 
agency spokesmen made serious 
efforts to put through a rider to 
the appropriation bill for state ad- 
vertising which would require the 
state to use a Washington agency. 
At one stage, the proposed rider 
was broad enough not only to 
cover the state’s own advertising, 
but also all advertising for indus- 
trial groups, such as the Wash- 
ington apple promotion. 

The several riders proposed to 
the appropriation legislation would 
not only. have limited the handling 
of state advertising to Washington 
agencies, but “Washington agen- 
cies” were defined as only those 
whose main office was in the state, 
thus barring out-of-state agencies, 
even though they had an office in 
Washington. ~, 

Fortunately, the legislation failed, 
and the bills went through with- 
out any limitation on the employ- 
ment of an agency, based on geog- 
raphy. But similar attempts to 
limit competition by legislative fiat 
are likely to arise in the future, 
as they have in the past. 

This is the first instance of 
which we know in which adver- 
tising agencies have openly sought 
to ban competition for tax-sup- 
ported campaigns, although there 
has undoubtedly been plenty of 
political maneuvering on this is- 
sue in the past. Many travel and 
industry campaigns have in the 


past been badly hindered by legis- 
lative decrees which have forced 
substantial proportions of the bud- 
get to be spent in newspapers or 
other periodicals within the state 
sponsoring the promotion. This sort 
of thing is a good way to latch 
onto a gravy train, but of dubious 
value as promotion. 

In-state agencies frequently feel 
at a disadvantage when ~ their 
states sponsor advertising cam- 
paigns because there are relatively 
few states with large advertising 
agencies making their headquar- 
ters within their borders. This was 
a condition in Florida, for one ex- 
ample, but in that instance, in- 
stead of appealing for legislative 
assistance, four or five Florida 
agencies banded together coopera- 
tively to handle the state’s pro- 
motion, thus overcoming any han- 
dicap which may have existed be- 
cause of size. 

Advertising agencies, most of 
which work on a regional or na- 
tional basis for their clients, should 
be the last, not the first, to do any- 
thing which will help to make 
state lines barriers to the free flow 
of trade. From the standpoint of 
political concepts, as well as from 
the standpoint of econorm ‘cs, one 
of the major causes of greatness 
of the United States rests in the 
fact that the states are united. 
They cannot stay united if arti- 
ficial barriers to trade and indus- 
try are erected, solely on the basis 
of geography. 


The Whole Business in a Nutshell 


Young & Rubicam put the whole 
subject of agency-client relation- 
ships into 18 words in its own ad- 
vertising last week. Said the Y&R 
ad: 

“The best advertising is usually 
a mutual effort—generated when 
the agency’s ability is sharpened 
by the client’s.” 

We are not normally overcome 
by “bright sayings,’’ because they 
seem to us the sort of things which 
are easy to develop, but rather 
difficult to use in any really prac- 
tical sense. Yet the concept of a 
practical agency-client relation- 
ship opened by these 18 words is 
an intriguing one, and quite ob- 
viously a true and sensible one. 

Too often the best advertising 
does not emerge because of jeal- 
ousy or petty bickering, or because 
the client, consciously or not, 
“dares” his agency to do a good 
job, and takes some delight in 
pointing the finger of scorn when 
he discovers something wrong. 


Most often, of course, the client- 
agency relationship is soured be- 
cause the client has qualms about 
laying all his cards on the table, 
and taking his agency staff into 
his complete confidence. All too 
often, the relationship is similar 
to that between the applicant for 
insurance and the insurance com- 
pany’s physician, rather than that 
of trusted physician and patient. 

It is not a light thing, or some- 
times an easy thing, to clutch an 
advertising agency to one’s cor- 
porate bosom and tell it every- 
thing, no matter how much it 
hurts. Yet any other procedure is 
foolish and wasteful. The solution 
seems fairly simple: First, employ 
an agency in which you have full 
and complete confidence and 
never employ any other kind of 
agency; then take the agency into 
the family, drag out all the skele- 
tons and all the problems, and 
join hands in a mutual assault on 
those problems. 


a 
HEROERSOV 


—General Mills 


“The Rileys promised me a bowl of Wheaties if I’d help them move.” 


No Sherry, Cherie 


We darn near wept last week 
when we first learned that John 
St. Clair Harvey, chairman of 
John Harvey & Sons Ltd., of Bris- 
tol and Jerez, Spain, was making 
dire predictions. 

Mr. Harvey, of the Harvey Bris- 
tol Cream sherry Harveys, was 
saying sadly that it will be a cou- 
ple of decades before 50-year-old 
top quality sherry can be shipped 
in increasing quantities. 

This may be quite a blow to 
some of our more esoteric friends, 
who have been known to cast 
away a glass, crying “Away with 
this 49-year-old swill!” 

For those who are less exacting, 
it may be cheering to know that 
40-year-old sherries will be in- 
creasingly available. This is called 
Harvey’s Bristol Milk (note to ed- 
itor: we are not making this up), 
which Mr. Harvey regards as the 
best possible solace when Bristol 
Cream is not available. 

The trouble here is that in 1899, 
no one could foresee—no one in 
Jerez or Bristol, that is—that the 
U. S. would start drinking Bristol 
Cream as if it were milk. Grapes 
grown within a 20-mile radius of 
Jerez are pressed and stored in 
108-gallon oaken butts. The butts, 
or casks, are stored in tiers of 
three or four, oldest on the bottom. 
The wine in bottom casks is re- 
plenished from those above, and 
only bottom cask wine is used for 
blending into sherry. 

So for 20 years, sherry drinkers 
will be on lean rations, forced to 
skimp along on the 40-year-old. 

We can’t help wondering if Mr. 
Harvey has been approached by 
some enterprising U. S. distillers. 
Maybe they could dream up a 
blend of Harvey-type Sherry: 25% 
Bristol Cream, 30% Bristol Milk, 
15% Bristol Skimmed Milk, 15% 
Bristol Butter, and 15% alien 
wine (grown 25 miles from Jerez). 
The blend’s name—Harvey Con- 
densed. 


Salaam 


Best direct mail piece we’ve seen 
in a long, long time is one Chrys- 
ler dealers used. The envelope had 
eight stamps, all canceled, of vari- 
ous foreign countries. On the en- 
velope’s face were such addresses 
as Ritz Hotel, Paris, France (with 
the notation, Adresse erronee— 
S’adresser a); Excelsior Hotel, 
Rome (notation, Trasferitosi) ; Al- 
vear Palace, Buenos Aires (Deso- 
cupado, Busque). Other hotels, 
with appropriate language for- 
warding the letter, included 
Claridge’s in London, Hotel Mos- 
cowa, Moscow, Chateau Fronten- 
ac, Quebec, Hotel Arnon, Tel Aviv, 
and Grand Hotel, Stockholm. Down 
in one corner is the correct home 
address. 

Inside is a letter, beginning, 
“We have gone almost around the 
world to tell you the news. The 


beautiful Chrysler silver anniver- 
sary models will be presented in 
our showroom,” etc. 

At least, we assume Chrysler 
dealers were equipped with this 
letter. The one we saw came from 
Bill Reagan, Inc., Evanston, IIl. 
And a mighty fine job. 

(Aside to our erudite copy desk. 
Better check that language; can’t 
trust those hotel people.) 


Valentine 


Box makers recently received 
this valentine from Brown-Bridge 
Mills, Troy, O. It was sealed tight 
with a strip of Red Streak sisal 
tape, with a phrase on the tape 
reading “Don’t open until Valen- 
tine’s Day.” 

Inside, a blushing verse, viz.: 
“I’m just a piece of Red Streak 

tape 
With sisal reinforced; 

I’m stronger than a jungle ape; 
I’m single, not divorced. 


‘“Wouldst marry me, you pretty 
thing, 

Before spring’s equinoxie? 

I’ll make you happy, make you 
sing— 

You’ll be no sobby boxie. 

“T’ll stick to you through thick 
and thin, 

Oh, darling, sweetheart mine; 

I’ll be your Siamese twin— 

Your sticky Valentine.” 


Credited to a fellow named 
“Buster” Shartle, of Brown-BPridge. 
That sobby boxie intrigues us; 
seems like a good name for an ac- 
cordion. 


Proletariat? 


During the strike of AFRA an- 
nouncers against WSAY in Ro- 
chester, the embattled gabblers 
picketed faithfully. 

One announcer, Mort Nusbaum, 
used to drive to his picketing in a 
new convertible Cadillac. On a cold 
evening, passersby used to be re- 
galed by the spectacle of picket 
Nusbaum seated in his warm car, 
to which a sandwich sign had been 
attached, proclaiming that the an- 
nouncers were striking for a living 
wage. 


Before B. O. Yet 


T. G. Simmons was recently en- 
gaged in remodeling the Columbia 
Hotel in Baker, Ore. He discovered 
a copy of the Portland Oregonian 
published in 1914. An ad offered 
a large picture of the Lifebuoy 
girl and two bars of soap. 

“More or less as a joke,” he sent 
the ad to Lever Bros. 

Mr. Simmons got his picture 
and two bars of soap, but H. T. 
Carmichael, Lever district sales 
manager, says the picture was 
found only after an exhaustive 
search of a Cambridge warehouse, 
and warned any one else who may 
find the 1914 offer that the picture 
presented to Simmons is “abso- 
lutely the last in existence.” 
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Rough Proofs 


Gladys the beautiful reception 
ist says it’s always nice whe: 
spring comes and Joe DiMaggi 
can push Joe Stalin off the fron‘ 
pages of the newspapers. 


Col. Willard Chevalier says : 
concession to free business publi- 
cations would open a Pardora’: 
box. 

This is the first time Pandor: 
has climbed out of her box int« 
the public prints in years. 


Kaiser-Frazer says its advertis- 
ing agency, Morris F. Swaney, 
Inc., was fired, and the agency says 
it resigned. 

Maybe it was a photo-finish. 


When you say “pop eye” these 
days, it’s highly advisable to in- 
dicate whether you’re referring 
to the sailor man, or the Point of 
Purchase Advertising Institute. 


Philadelphia was embarrassed 
when the Los Angeles papers 
started talking about the third 
largest urban population, and now 
Chicago is hanging its head in 
shame as the Independent claims 
the second largest retail market. 


A big agency illustrates the ef- 
forts of advertisers and agencies 
as a mutual knife-sharpening pro- 
cess. This is a fine idea, as long 
as it isn’t taken too literally by 
the customers. 


“Industry heads see TV passing 
radio by ’54,” reports the world’s 
greatest advertising journal. 

Television offers a great life if 
you don’t weaken. 


Buffalo families spend more on 
food, says the Bureau of Human 
Nutrition and Home Economics, 
but it doesn’t explain whether con- 
sumers there get more cooperation 
from landlords and department 
stores. 


National advertising in news- 
papers broke all records in 1948, 
the Bureau of Advertising says, 
and so newspaper publishers are 
breaking all records opening new 
plants in 1949. 


If you can believe the headline, 
“World Brands formed to handle 
Lever products,” its activities in 
selling Birds Eye frosted foods, 
Lipton’s tea and soups indicate 
quite an expansion of the Lever 
empire. 


A pretty girl with a Rayve hon e 
permanent hasn’t a chance to pe’- 
suade a traffic cop not to give hr 
a ticket, according to Station 
WTMJ. 

What kind of traffic cops do th: y 
have in Milwaukee, anyway? 


Maybe there’s nothing in 4 
name, but a Portland, Ore., adve - 
tising agency which has ju:;t 
snagged nine advertising accour ‘s 
is appropriately entitled Blitz. 


“When day is done, you deser € 
Schenley.” 
How about a little snort jist 
before lunch? 
Copy CL. 
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Ss COVERAGE OF THE 
| 2: BILLION DOLLAR BRIDAL MARKET 


wing . Bridal business is big, powerful, year round buying. 11% million 
~hes = @©6>. planned or formalized weddings each year. These brides average 
= $1750 each in pre-marriage personal and household expenditures. 
hae » Brides are the biggest spending .. . fastest spending . . . consumers 
apers = in the world. Only MODERN BRIDE gives you exclusive mass 
— coverage of this rich market. 
a. 
tet. 
+ 110,000 paid circulation guaranteed for first issue. Minimum cov- 
we erage for first 4 issues 440,000 or approximately one-third of total 
y by annual bridal market. Price: 50 cents per copy. Distribution: 
national. Issued quarterly: July, October, January and April. 
MODERN BRIDE gives you 3 times as much bridal coverage as 
ane any other publication in the field. 
ife if 
inns MODERN BRIDE is the magazine exclusively for the bride. Articles 
= and features will cover subjects and activities from engagement 
-ation through the wedding ceremony and include bridal fashions, eti- 
ees ™ quette, basic home planning, interior decorating, and other facts 
= that every bride should know. Editorial staff includes Marjorie 
: = Binford Woods, bridal consultant extraordinary, author and col- 
"aan. ‘ 2, ar = umnist. Justine Feely, Diane Rutherford and Elizabeth Hillyer, 
- = recognized authorities in fashion and home furnishings. Walter N. 
| mew ™ May, the country’s outstanding bridal merchandise consultant. 
= It takes top talent to build the finest bridal magazine in the world. 
.dline, 
rong ee Re 
pel . Less than a penny-per-page-per-bride. $1,000.00 a page (first issue 
P = only!) to reach this big, eager-to-buy, easy-to-sell, buying market. 
a Every one of the more than 100,000 brides who will read the ads 
hon ¢ 3 in the July issue of MODERN BRIDE will spend over $1,700.00 for 
fae 3 ¢onsumer merchandise ranging from cosmetics and lingerie to 
ation luggage and electrical appliances. Bridal advertising is the climax 
vn of all consumer promotion. MODERN BRIDE will tell your story 
to this exclusive, hard-to-reach market for less than one-third the 
cost than any other publication. 
ae t s 
leser € a ZIFF- DAVIS PUBLISHING co. 


«fs 350 FIFTH AVE, NEW YORK 1, N.Y. © 185 N. WABASH AVE, CHICAGO 1, fll. © 815 S$. HILL ST., LOS ANGELES 14, CALIF. 
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Dazian's to Enter 
Non-Theatrical Market 


Dazian’s, Inc., New York, which 
claims to be the “world’s oldest 
and largest theatrical fabric com- 
pany,” will make a bid for the 
non-theatrical consumer for the 
first time in its 107-year history. 

Dazian’s test over WQXR, New 
York, is being made in a 15-minute 
daily recorded music program 
which started April 4. Bachen- 
heimer-Lewis is the agency. 


WTHI to Join CBS 

WTHI, Terre Haute, Ind., will be 
affiliated with Columbia Broad- 
casting System effective Sept. 23. 
The 1,000-watt station now is af- 
filiated with American Broadcast- 
ing Co. WTHI will be CBS’ 18ist 
station. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUVERS 
THE ARTKRAFT® SIGN CO. 
Division of 


Artkraft* 
900 Kibby St. Lime, U.S.A. 


“Trotemerts fog US Pe OF 


‘Advertising Copy,’ 
Hotchkiss Classic, 
Revised Third Time 


New York—Harper & Bros. last 
week published the third edition 
of “Advertising Copy,” written 25 
years ago by George Burton Hotch- 
kiss, of New York University. 

The last revision was in 1936. 
The new edition has later illustra- 
tions, and some changes in content 
to reflect the changes in advertis- 
ing in the past 13 years. Hotch- 
kiss notes in the preface that rela- 
tively few examples have been 
added, because “ ‘the new look’ of 
today will be the old look a few 
years from now. In 1960 the criti- 
cal ability of the expert may be 
required to determine which speci- 
mens were in the original edition 
of 1924, which were added in 1936, 
and which made their first ap- 
pearance in 1949. So far as pos- 
sible, I have preferred to use 
specimens that were not dependent 
on temporary conditions for their 


effectiveness. For this reason, 
wartime advertising is represented 
by relatively few examples...” 

The countless copywriters and 
students of advertising who have 
worked their way through the 
book and its exercises (“write an 
advertisement for Men’s Wear 
Magazine based on the following 
facts”), will be glad to know that 
the inscription remains the same: 
“To the anonymous copywriter 
whose work has made other names 
famous, this book is respectfully 
dedicated.” 

The volume sells at $4.50. 


Joins Palm, Fechteler 


Ralph W. Sterling, former sales 
manager of Leavitt Machine Co., 
has joined Palm, Fechteler & Co., 
New York, decalcomania designer 
and manufacturer, as assistant to 
the president and director of sales. 


Gets Cheese Account 

Richard G. Montgomery & As- 
sociates, Portland, Ore., has been 
named to direct the advertising of 
PiccalJo Cheese of Oregon, im- 
porter of Swiss Gruyere. 


Footnotes 


By G. D. CRAIN Jr. 


A challenging concept of man- 
agement’s function, from the 
standpoint of purchasing rather 
than policy, has been presented 
by Nation’s Business in current 
promotion which has appeared 
in ADVERTISING AGE and other pub- 
lications. It will probably develop 
some vigorous arguments on both 
sides. 

“Being a Big Shot—a really Big 
Shot, that is—in a big company, 
does a lot to a man,” says Nation’s 
Business. 

“He lives in a goldfish bowl, 
watched for habits, weaknesses, 
blind spots. His subordinates have 
specialized experience exceeding 
his own, may not be ignored or 
easily overruled. He suggests and 
requests, but rarely orders. 


a “He initiates, does not imple- 


IT'S EASY WITH 
THE RIGHT 


COMBINATION! 


In the Memphis Market we do NOT boast hens that lay multi-colared Easter 
eggs. We do suggest, however, that even the most out-of-the-ordinary re- 
sults can be expected from the RIGHT COMBINATION. 


Advertisers who are looking for something unusual in the way of returns 
from their investment will find the two Memphis newspapers the RIGHT 
COMBINATION in a great billion and one-half dollar Market. There are 
306,044" combined daily reasons why you get the kind of coverage you're 
looking for, at an optional combination rate savings of 13 per line. 


*ABC Publisher's Statement, 9-30-48. 


Scripps-Howard 
Newspapers 


‘MEMPHIS PRESS-SCIMITAR:’ 


THE COMMERCIAL APPEAL 


( 
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ment, the bond issue, and builc- 
ing—but the funds will be spen:, 
construction carried out, by other 
people. He delegates as much :s 
possible, shies off the hundreds «f 
picayune details. And he favois 
nobody at the expense of his pos - 
tion, associates, stockholders. 

“So the time-honored recipe cf 
the go-getter salesman—‘Sell the 
man at the top’—is as impractica- 
ble as sled dogs on the desert. Once 
it worked, in a one-man, one-min j 
company—and never as well és 
its advocates claimed. Today, the 
man at the top of the big company 
is past being a prospect, figur«- 
tively and factually not at home to 
salesmen. 

“The time to sell the man at the 
top was before he got there, when 
he could be reached and reasoned 
with, put up a fight for a better 
buy or a good friend!” 

The area of the debate regarding 
the buying activity of top manage- 
ment will probably be narrowed 
down to a question of acceptance 
and influence. Everybody likes to 
have the big boss on his side, even 
though actual decisions regarding 
purchases of individual products 
are being made by department 
heads and others below top rank- 
ing. And, of course, policy decisions 
frequently have to be made before 
appropriations are available for 
expenditure. 


s But it is interesting and signi- 
ficant to see this bold challenge 
of what has been accepted for 
some time as almost axiomatic— 
the necessity of getting an okay 
from the higher-ups. Even in the 
advertising field it is sometimes 
suggested that top management 
has the say regarding which news- 
paper or magazine or radio station 
is to go on a list, although the 
media men and executives of 
agencies and the advertising man- 
agers of companies will tell you 
differently. 

Perhaps everybody could agree 
on the importance of “manage- 
ment” if it were also agreed that 
everybody who has authority to 
make decisions is a part of “man- 
agement.” 


Webel Joins Dorland 


Henry R. Webel, former man- 
ager of the export division of G 
M. Basford Co., New York, has 
joined Dorland, Inc., New York, 
as director of the 
division. 


international 


PANTAGRAPH 


Con You Reach 117,000 


McLEAN COUNTY— 
$116,294,000 total 
annual spendable 
income.* Greatest 
diversified farming 
income in the U. S. 


*Copr. 1948. Sales Managemen! 
Survey of Buying Power; furthe 
reproduction not licensed. 
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“|! READ Advertising 


TWICE EVERY WEEK’ 


Says Harvey Creech, Advertising Manager 
Et. BRUCE CO. 


HARVEY CREECH 


Hard-hitting Harvey Creech directs the widely diversified 
advertising activities of E. L. Bruce Co., world’s largest 
makers of hardwood floorings. For many years, Bruce has 
been one of the leading factors in building material adver- 
tising. During the past few years, the company has become 
prominent in over-the-counter merchandising with its line 
of household products. A third major Bruce division using 
national advertising is Terminix, a service organization, 
engaged in termite control. Mr. Creech has been connected 
with Bruce advertising since 1936, with the exception 
of three years’ war leave, and was appointed Advertising 
Manager in 1947. 


be | like ADVERTISING AGE, and 

read it twice each week, as follows: First, I 

go through it at the office to find, read, and 

pass around items with definite relation to our own 
problems. Then I take it home so that I may 
read all of the advertising news at my leisure. 

I find your coverage of campaigns particularly 
interesting. The advertising columns keep me 
informed regarding media and services. And I 
get my full money’s worth in entertainment 


from your departments in the lighter vein.”’ 
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Issues Chicago Buyer's Guide 
Chicago Association of Com- 
| merce and Industry has published 

i the 1949 edition of the “Buyer’s 
oo Guide and Industrial Directory of 

Chicago.” The directory contains 

am 360 pages of classified listings of 

aes goods and services and display ad- 
age vertisements. Forty thousand 
ee copies of the guide will be dis- 

tributed this year, 2,000 to buyers 
in 106 foreign countries who have 
requested the book. 


Appoints Kelly-Kramer 

: Norwegian American Line has 
appointed Kelly-Kramer, Inc., New 
York public relations company, to 
direct the general United States 
promotion and publicity for the 
new 16,500 ton liner Oslofjord, 
which was launched at Amsterdam, 
Holland. 


ADS PULL 


with eye-catching mats or 
photos. Used by biggest 
advertisers. 100 new sub- 
jects monthly to drama- 
tize every advertising and 
sales promotion job. Write 
for FREE proofs No. 208. 


EYVE*CATCHERS, Inc., 10 E. 38 St., N. Y. C. 


8 Outdoor Ad Firms 

Accuse N. Carolina 
- - ’ 

of ‘Confiscation 

RALEIGH—Eight outdoor adver- 
tising firms have accused the 
North Carolina highway commis- 
sion of planning to confiscate their 
property, in an appeal action di- 
rected to the state supreme court. 

The companies are petitioning 
the court to overrule a superior 
court decision upholding a state 
highway commission ordinance 
banning 24-sheet and painted 
posters within 50’ of the center 
line of state highways, and within 
300’ of highway intersections. 

The advertising companies se- 
cured a temporary restraining 
order, which the superior court 
dissolved. The appeal, therefore, 
is from the latter ruling. 

The companies involved are: 
Appalachian Advertising Co., At- 
lantic Outdoor Advertising Co., 
Foster Advertising Co., Foster 
Poster Advertising Co., General 


Outdoor Advertising Co., Rutledge 
Advertising Co., Schloss Poster 
Advertising Co., and Sizemore 
Poster Advertising Co. 

The highway commission has 
said no poster destruction will take 
place until the courts have settled 
the matter. 


Julian to Fort Worth 


C. B. Julian, for 14 years with 
MacLean-Hunter publications in 
the Midwest, has launched C. B. 
Julian & Associates, magazine rep- 
resentative firm, at 1904 Hervie 
St., Ft. Worth, Tex. He will rep- 
resent MacLean-Hunter, Reinhold 
Publishing Co. and other publica- 
tions in the Southwest, and will 
also serve as southwestern affiliate 
of O. A. Feldon & Co., Chicago. 


Appoints Locke, Johnson 


Canada Rex Spray Co., Brighton, 
Ont., manufacturer of Fly-Tox and 
allied lines, has appointed Locke, 
Johnson & Co., Toronto, to handle 
its advertising. Copy to run during 
the spring in selected Ontario and 
Quebec dailies will feature the 


new moth-killing Fly-Tox aerosol 


bomb. 


IPMENT 


a 


MONG 


DEALERS 


in MISSOURI and KANSAS 


IMPLEMENT & TRACTOR 


SURVEY REVEALS that The 


Weekly Star is FIRST CHOICE of 
30% more Kansas and Missouri farm 
equipment dealers. 


2,000 Missouri and Kansas farm ipment 
dealers were asked this question: ” 


"To be most helpful to you, in which 
one of the following farm papers 
would you prefer to see the fo 
advertising of the lines you sell?" 


RESULTS: 
WEEKLY STAR........407 


WRITE TODAY 
for our VISUAL coverage map! 


The Weekly Kansas City Star. 


OVER 440,000 paid-in-advance circulation 


The Largest Farm Weekly in America 


Henry W. Manz, business manager of the Indianapolis Times, is the 
new president of the Indianapolis Better Business Bureau, following a 
two-year term as vice-president. . . The president of Leeds & Northrup, 
Philadelphia, Charles S. Redding, has been named to a 7-man advisory 
committee on equipment and material control by the Atomic Energy 
Commission. . . 

Frederick C. Williams, divisional v.p. in charge of publicity for Carson 
Pirie Scott & Co., Chicago, has been appointed chairman of the pro- 
motion committee for Cook County of the Treasury savings bond divi- 
sion for Illinois. He will head a group to promote sales of savings bonds 
during the “Opportunity” drive scheduled for May 16-June 30... KXOK 
Public Relations Director Harry Renfro has been named radio chairman 
for the 49 St. Louis Community Chest campaign. . . 

Tom Buck, classified advertising manager of Esquire, and “Hap” 
Dunham, account executive at Newell-Emmett, New York, are forming 
the UNIPED (meaning one-legged), club for amputees in the adver- 
tising field. Both Tom and Hap lost legs during the last war. . . 


VACATIONERS—Walter Painter, left, ad manager, Technical Publishing Co., Chicago, 

with Palmer Langdon, assistant publisher of Finishing Publications, at Pirate's 

Cove, Cat Cay, the Bahamas. Mr. Langdon’s sloop, Tiny Teal, won third place in the 
Miami-Nassav yacht race. 


A miniature brass-and-ebony T-square was given to Charles T. 
Coiner, art director of N. W. Ayer & Son, Philadelphia, for the past 
25 years, by the National Sgciety of Art Directors “for distinction in 
the practice of his profession.” . . Norman D. Israel, executive v.p. of 
Emerson Radio & Telegraph Corp., New York, has been made a Fellow 
of the American Institute of Electrical Engineers. .. Agency associates 
of Victor J. Cevasco, 1st vice-president and treas. of Albert Frank- 
Guenther-Law, New York, gave him a luncheon on March 11 to cele- 
brate his 48th anniversary with the agency. . . 

Brigadier General Julius Ochs Adler, general manager of the New 
York Times, can be seen in the second instalment of “Crusade in 
Europe,” the television film based on General Eisenhower’s book. Al- 
though not named in the picture, people who recognize General Adler 
can see him training soldiers in one scene in the picture. . . 

The Seattle Times’ publisher, William K. Blethen, presented some- 
thing over $6,000 to the University of Washington for fishery research 
and $4,000 to Washington State College for work in big-game research 
and management. The money represents profits from the annual Seattle 
Times sports and vacation show ended March 20. . . One of three 
Southerners reelected directors of Pullman Co. at the annual stock- 
holders’ meeting in Chicago was Publisher Ralph Nicholson, of the 
New Orleans Item. . . 


AGENCY BIRTHDAY—Some of the guests and the host at the tenth anniversary cockt«il 

party of J. M. Hickerson, Inc., held March 18 in New York, were, left to rig! ': 

Carleton B. Beckwith, advertising manager of the New Departure division, Gener 1! 

Motors Corp., Hickerson’s oldest account; J. M. Hickerson; Mrs. Beckwith, and Mu e 
Wilson, entertainer. 


E. W. Tiedeman, general manager of the Central Dairy Sales Coo - 
erative, Appleton, Wis., has been reelected chairman of the executi ¢ 
committee of the board of the National Dairy Council. This is his four h 
year in this service. . . Robert Manby, formerly gen’l mgr. of WOD 3, 
Hartford, and now with the transit radio department of the Yank 
Network, Boston, is the proud father of a baby boy, born at the Ma - 
chester, Conn., Memorial Hospital. . . And Neal Hathaway, manag 
of the program promotion division of CBS, New York, has a n W 
daughter, born March 25... 

The executive v.p. of Allis-Chalmers Mfg. Co., Milwaukee, W. }- 
Roberts, was elected president of the National Council for Commun ‘y 
Improvement, and William O’Neil, president of General Tire & Rubb '. 
Akron, was elected acting chairman of the board, at its semi-anni 4! 
meeting in Washington, D. C. Members of the board of trustees inclu ‘¢ 
Eugene Holland, president, Masonite Corp., Chicago; Reuben G. Robe: - 
son, president, Champion Paper & Fibre, Hamilton, O.; R. R. Deupr: °, 
chairman of P&G; Stanley Resor, president, J. Walter Thompson. 
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Globe-Democrat’ 
Buys Share in KWK, 
Drops Its FM Outlet 


St. Louris—The Globe-Democrat 
ublishing Co. announced last 
reek that it has purchased an in- 

terest in Station KWK, veteran 
\lutual Broadcasting System out- 
iet here, and has merged its radio 
ctivities with that station. 

The Globe-Democrat stopped 
operating its own FM. sstation, 
KWGD, April 4, and plans to with- 
iraw its television application and 
end its support to an earlier one 
filed with the FCC by KWK. 

E. Lansing Ray, publisher of the 
Globe-Democrat, said the station 
will continue to be known as KWK 
and KWK-FM, but the. corporate 
name will be changed from 
Thomas Patrick, Inc., to KWK, 
Inc. The present management will 
continue to control the station, and 
the KWK staff will move to new 
headquarters in the KWGD build- 
ing. The transfer from the Chase 
Hotel headquarters is expected to 
be made about May 15. 


e Heading the station staff will 
be Robert T. Convey, president and 
general manager; Ray E. Dady, 
vice-president and station direc- 
tor; V. C. Carmichael, vice-presi- 
dent and commercial manager, 
and John W. Tinnea, assistant 
station director. 

The KWGD building was de- 
signed for television and Mr. Con- 
vey said KWK hopes to be the 
next video outlet to start opera- 
tions in this area. KWGD began 
operations in the building only 
last Dec. 19. The Globe-Demo- 
crat Publishing Co. will retain 
ownership of the building but will 
lease it to KWK, Inc. 

Principals in the merger are re- 
viving an association started nearly 
a quarter of a century ago. When 
KMOX started broadcasting in 
1925, Mr. Ray and the late Thomas 
Patrick Convey, father of Robert 
Convey and founder of KWK, were 
two of the men sharing ownership 
of the new venture. Thomas 
Patrick Convey organized KWK 
in 1927 after purchasing KFVE, 
University City, changing the call 
letters and moving the studios to 
the Chase Hotel. It operates both 
AM and FM stations. 

KWDG’s frequency of 98.1 meg- 
acycles has been returned to the 
FCC and its operational permit 
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’ of admen take a bow for solving 
Pr sent day illustration budgetitis. It's easy 
when you have the K & F Photo Catalog on 
hod... it's the short cut to getting stock 
Ph tos with illustrative quality at prices 
the! are only a fraction of their real worth. 
Nudge over into the limelight, get your 
cory today... 

Send $1.00 or a company order 


MORE THAN 
00,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry 


DET, AA4, 425 S. WABASH AVE., 


Co. 


CHICAGO 5 


relinquished, but KWK plans to 
apply for the same FM frequency. 


Sugarman Establishes 
Product Service Group 


Elias E. Sugarman, editor and 
eastern general manager of Bill- 
board for 12 years, has formed 
Product Services Group, Inc., at 
117 W. 46th St., New York. The 
company will provide specialized 
promotional services for manu- 
facturers and exclusive distribu- 
tors of consumer products. One 
department will secure testimo- 
nials and personality endorsements 


for subscribing firms. The group 
will place no advertising but will 
recommend agencies to clients. Mr. 
Sugarman continues as television 
consultant of Firman, Feiner & Co. 


Bell Telephone Ups Hodgins 


A. E. Hodgins, central division 
sales supervisor, has been ap- 
pointed directory sales manager 
for the western Canada area of 
Bell Telephone Co., succeeding the 
late R. K. Stanley. Mr. Hodgins 
will be in charge of listings and 
advertising in the “yellow pages” 
of the telephone directory. 


will feature a new Columbia sci- 
entific lens which can be used 
for cutting glare in night driving, 
viewing television and outdoor 
sports. A. W. Lewin Co., New York, 
is the agency. 


Starts Sun Glass Drive 
Columbia Protektosite Co., Carl- 
stadt, N. J., will launch a campaign 
this spring and summer in Life 
and The Saturday Evening Post 
for Columbia sun glasses. The ads 
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Drop British Ban on 
Sign, Window Lights 


Lonpon—A complete ban on all 
lighting of outdoor signs and win- 
dow displays, in effect for almost 
ten years, was lifted last week by 
British authorities. 

The Minister of Fuel and Power 
explained that improvement in the 
coal situation justified the removal 
of restrictions on the use of elec- 
tricity for shop windows and dis- 
play lighting outside peak hours. 
He also announced that, after con- 
sulting with the Minister of Trans- 
port, it has been decided that 
street lighting should no longer be 
limited to 75% of prewar stand- 


CLYDE J. HIBLER 


Consultant fp. 
TECHNICAL WRITING (7m 
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30 W. Washington Street 
ANdover 3-5997 Chicago?, III. “ 


ards. 

Extra coal needed for outdoor 
illumination and window displays 
is of inferior quality and is not 
rationed. Additional supplies re- 
quired can be provided without en- 
dangering the country’s export pro- 
gram, the official said. 


Optical Firm Names Stewart 


Walter A. Stewart, trustee and 
former vice-president of American 
Optical Co., Southbridge, Mass., 
has been elected president of the 
company, succeeding George B. 
Wells, who has resigned. Mr. Stew- 
art joined American Optical in 
1935 and has been successively 
distribution manager, general sales 
manager, vice-president in charge 
of sales and trustee. 


Motorola Appoints Redder 


Ellis L. Redder has been ap- 
pointed director of advertising and 
sales promotion for Motorola, Inc., 
Chicago. He formerly was director 
of advertising and sales promotion 
for appliances, radio and television 
for the Crosley division of Avco 
Mfg. Corp. 


DISCUSS FORD TRUCKS—Spring-summer Ford truck sales plans were the main subject 

of discussion at a Kansas City meeting of, left to right: J. D. Ball, national manager, 

Ford truck and fleet sales; Ira B. Groves, southwest regional sales manager; George 

Richardson, J. Walter Thompson Co., Detroit, Ford agency, and W. E. Kimbrough, 
sales manager of Ford’s truck section. 


Two Join ‘Collier's’ 


John F. Schiller, formerly with 
Coronet, and Jacques Megroz, pre- 
viously with Mademoiselle, have 
joined Collier’s eastern advertising 
sales staff in New York. 


Pearson Appoints Bruck 


Pearson Pharmacal Ca., New 
York, has appointed Franklin 
Bruck Advertising Corp., New 
York, to handle advertising for 
Eye-Gene eye drops. 


A BES campaign 
looks good here - 


: But how much of your 
merchandise will it 
put in here? 


> 


THE CINCINNATI ENQUIRER’S 
HOUSEWIVES’ PANEL WILL TELL YOU! 


And it can tell you before you shoot the works in a national campaign! 


WwW proof that your campaign will move merchandise— 
before you go ahead on a national scale? You can get 
that proof from The Enquirer's Housewives’ Panel. 450 care- 
fully selected panel members keep daily diaries of purchases 
of 28 basic commodities. Monthly reports are available, show- 
ing total dollar purchases, number and percent who pur- 
r housewife, and percent of 
dollar market secured for each brand. The panel is under the 
supervision of Dr. Joseph C. Seibert, Miami University School 
of Business Administration. It is also available for special 


chased, amount purchased 


tests and surveys at cost. 


For more facts about the Housewives’ Panel, write to Mr. George H. 


Schultz, General Advertising Manager, The Cincinnati Enquirer. 


Solid Cincinnati Reads 


THE CINCINNATI ENQUIRER 


THE ENQUIRER'S HOUSEWIVES’ PANEL COVERS 
PURCHASES OF THESE PRODUCTS:* 


e Coffee 
eC 
@ Instant Coffee © eae Food 
big 4 © Spaghetti 
sess @ Toilet Soap 


@ Ready to Eat Cereals 
© Hot Cereals 

© Boked Beans 

© Canned Soup 

@ Dried Soup Mixes 

@ Canned Luncheon Meats 
© Cigorettes 


e Laundry Soap 

¢ Packaged Soap and 
Detergents 

© Scouring Powder 

@ Laundry Starch 

@ Chewing Gum 


B 
® Cola Drinks ; red _ 
@ Canned Dog ond e Ginger Ale 


Cat Food 


* Dried Dog and Cat Food» Baking mans’ (Sweet) 


° Baking Mixes (Dough) 
“List may be changed from time to time, 
at the discretion of The Enquirer. 


ee 
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Smith, Klein Selling 
Benzedrex Inhaler 
on Pacific Coast 


PHILADELPHIA—A new Benze 
drex inhaler has been introduce: 
in the California market by Smith 
Klein & French Laboratories, man 
ufacturer of the benzedrine in 
halers which have been the objec 
of many complaints because of th: 
ease with which the benzedrin: 
could be removed and taken orall, 

The company disclosed here tha‘ 
the new Benzedrex inhaler is bein » 
tested experimentally along the 
West Coast only to see if it is ef- 
fective and safe. 

However, despite stories in drug 
circles here that the company was 
withdrawing entirely its benze- 
drine product in favor of the new 
one on a national scale, Smith, 
Klein & French Laboratories re- 
fused to confirm it. 

A company spokesman admitted 
that they have been plagued with 
repeated complaints on the ben- 
zedrine inhaler, and that they have 
been experimenting with other 
types of packages. 

According to reports, not con- 
firmed by the manufacturer, Ben- 
zedrex will not be introduced na- 
tionally until mid-summer because 
of time required to prepare an ad- 
vertising campaign and in order to 
give dealers time to unload stocks 
of inhalers on hand. 

Benjamin Eshleman Co. here 
handles the company’s account. 


Form New St. Louis Agency 


Warner, Schulenburg, Todd & 
Associates, new advertising agen- 
cy, has been formed at 1415 N. & 
S. Blvd., St. Louis. Principals are: 
Josephus M. Todd Jr., formerly 
with Ridgway Co., St. Louis; Ralph 
E. Schulenburg, formerly presi- 
dent of Warner & Associates, St. 
Louis, vice-president and treas- 
urer, and D. E. Todd, formerly 
with Warner & Associates, sec- 
retary. 


Miss Demby Joins Chernow 


Mildred Demby, former account 
executive and media director of 
Modern Age Agency, New York, 
has been appointed media director 
of Chernow Co., New York. 


Bryan Names Orr Agency 

Bryan Hosiery Co., Chattanooga, 
has appointed Robert W. Orr & 
Associates, New York, to handle 
advertising for Beautiful Bryans 
nylon stockings. 


| Pioneer 
Qualatex 


= for SALES 1 \" 
_. WHERE You Need ‘Em! © 


WLLKA'- 


Every time you distribute your sales mess: g¢ 
on a “Floating Billboard”, you can be s re 
your readership is high, your sales ef or 
pin-pointed where you want it, your ac ive 
buying response sharp and immediate! 

Pioneer Qualatex “Floating Billboards’ os 
popular as toy balloons, show off y uf 
advertisement on attractive beautiful je 
like colors; are printed in non-fading, : >" 
cracking pigments; stand more abuse, « ‘ti 
vate your sales appeal, boost your pre its! 
There’s a size and type for your adverti "g 
budget. Write our Ad-Service Departr 2"! 


PUL today for samples, pr ¢5: 
Povarved bye full data. The Pior »e! 
Good Housekeeping} Rubber Company, 08 

Vevwonmse we“ Tiffin Road, Willard, C »i0 


sattoon YOUR SALES 


WITH PIONEER QUALATEX 
+ (OP pitlBOARDs 
“loarine Bl << A 
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Sense 
and 
Sensibility 


When the Bolster’s on the Bottom 
And the Bucket’s on the Bust, 
That’s the time that advertising 
Seems to need a touch of lust; 
That’s the time to show how vulgar 
One can be, and get in print— 
To exhibit just how many 
Coarse allusions one can mint. 


Oh, it takes a certain practice 
To perfect the proper style— 
In one’s youth, one has to mark up 
Privy walls for quite a while; 
Then, when one is deemed profi- 
cient 
In this basic use of smut, 
One is taught to carve 
Anywhere they can be cut. 


initials 


Then one spends a full semester 
Soaking up, through sooty smoke 
In a dingy Pullman washroom, 
All that passes for a joke; 

And at last one writes a thesis 
That the final test will fill 

On the true appreciation 

Of the art of “Fanny Hill.” 


Thus equipped, one picks some pic- 
tures 

Featuring bosom, thigh and rump, 
And alliterates some phrases 
Sure to make the reader jump— 
Phrases hardly calculated 

To make sales or profits bigger 
Since the only point exploited 

Is a slightly sexy snigger. 


Then by dint of crying, “Censor!” 

And the scornful sneer of 
“Prude!” 

One persuades some space pur- 
veyors 

That it isn’t really lewd; 

And one bright and happy morning 

One can gloat upon the pages 

Which will edify some millions 

Of young readers of all ages. 


Oh, of course the bluer noses 
Prate of “Decency” and “Taste”— 
But who cares a hoot for ethics 
When a leer might go to waste? 
Just forget about the orders— 
Look how much one gets discussed 
When the Bolster’s on the Bottom 
And the Bucket’s on the Bust! 


—R. G. PEcK JR., 
Account Executive, The Van- 
den Co., Chicago. 


Buying Guide 
for 


60.000* men 


In All 
Industries... 
Most in plants rated 


$100,000 up. ae 
ne 


$110 to $120 a 


month to do a SELLING 


Write for 
‘‘TIEN PLAN’’ 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING CO. 
461 Eighth Avenue + New York1, New York 
BOSTON + CHICAGO + CLEVELAND + DETROIT 
LOS ANGELES + PHILADELPHIA + PITTSBURGH 


Chaplin Named Assistant 
to Anthony at ‘Collier's’ 


Richard Chaplin, former public 
relations director of Crowe!l-Col- 
lier Publishing Co., New York, has 
been named assistant to Edward 
Anthony, new publisher of Col- 
lier’s. 

Louis Ruppel, former managing 
editor of Chicago Herald-Amer- 
ican, and assistant to the president 
of Crowell-Collier before World 
War II, has rejoined Collier’s as 
editor. He succeeds Walter Daven- 


port, who resumes his former 
duties as chief correspondent of 
the magazine. 


Plugs New Plastic Starch 

Chemicals, Inc., San Francisco, 
maker of Vano products, has intro- 
duced a new plastic starch called 
Dura starch. Advertising for the 
new product will consist of partici- 
pation on home economist radio 
shows and 1,000-line color copy in 
northern California newspapers. 
Garfield & Guild, San Francisco, 
is the agency. 


Elects Jack Yarmove 


Jack Yarmove, vice-president in 
charge of public relations and mo- 
tion pictures of L. H. Hartman 
Advertising Co., New York, has 
been elected to the board of di- 
rectors of American Pacific In- 
dustrial Corp., international en- 
gineering and construction com- 
pany. 


Sponsor ‘This Is Paris’ 


French National Tourist Office 
and the French Line, through L. 


H. Hartman Co., New York, are 
sponsoring the new Mutual co-op, 
“This Is Paris,” with Maurice Che- 
valier, over WOR, New York. 


You Can Sell PREMIUMS 


This 20-Million-Dollars-a-Year Market. The 
Teewepapess, magazines, rip Ts and period- 
ollars 


icals buy ever 20-million worth of circu- 


ation-pror m prizes and remiums a ear. 

Circulation Management the ‘only ‘cireulation, trade 
we ee :; CIRCULATION 
Circulatiom Berar Ti 

M RP CHARM 53 W. Jockson Bivd. 

Chicago 4, Il. 
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: _ Look in this book and see! Find out what Rockford consumers : 
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~ 
| a around your company and note the tools of business. Note 
“the names they bear. Now look through Newsweek. The same 


names are there. 


Yes, last year, you and your competitors spent over 10 million 
dollars for 2130 pages of advertising in 73* magazines. And just 
3 magazines— Newsweek and two others—accounted for 49%, 


almost half, of the total pages run. 


It’s important that you know why Newsweek ranks so high. 
It’s important that you know why Newsweek’s pages of office 
equipment, stationery, and writing supplies advertising increased 
482% since 1938. It’s important that you know why... 


f) 
: y Ant () : _/ LA/ 


of Newsweek’s readers are concentrated in 
O business and industry. 


are major executives—men with a 
44, C ] direct voice in the selection, purchase, 
/0 and use of office equipment. 


In fact, Newsweek delivers more leaders in business and industry PER 


ADVERTISING DOLLAR . .. AT THE LOWEST RATE PER THOUSAND... 
than any other weekly or general monthly magazine. 


Add to these facts Newsweek’s editorial service that attracts maximum reader- 
attention—a readership asset you particularly want—and it’s obvious that 


Newsweek’s your best buy. 


* PIB 1948 


Newsweek 
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Prefabricators 
Find Prospect 
Still Uncertain 


Cuicaco—The Prefabricated 
Home Manufacturers’ Institute met 
here on Monday and Tuesday a 
week ago, its ranks thinned to 
about 31 companies because of 
casualties last year. 

Still beyond the horizon was 
* successful achievement of the post- 
war dream of a truly “industrial- 
ized house,” manufactured on war 
plant production lines and dis- 
tributed nationally. 

Only six of PHMI’s hardy mem- 
bers claimed national distribution. 
Even these have only spotty sales 
beyond easy trucking range of 
their plants—and they carefully 
skirt such major markets and 
union labor strongholds as New 
York, Philadelphia, Cleveland, De- 


‘troit and Chicago. 


Only one, National Homes Corp., 
LaFayette, Ind., producing about 
2,000 units last year, has embarked 
on an advertising campaign in 
national media. (Lustron Corp., 
Columbus, O., is not a member 
of PHMI). 


min a paradoxical situation, 
where operators in the one in- 
dustry still “enjoying” an unfilled 
market have been steadily going 
out of business, there was natu- 
rally not too much talk of large- 
scale promotion plans. 

Institute members instead dis- 
cussed the difficulties in securing 
low-cost financing, cast a jaded 
eye at the archaic system of chan- 
nels through which most building 
materials still are distributed, and 
sought means for weathering the 
current squeeze on profits. 

The prefabricators received as- 
surance of government support in 
a telegram from President Truman 
and in a heart-to-heart talk with 
William D. Flanders, special as- 
sistant to the head of the Housing 
and Home Finance Administration 
in charge of the government’s 
‘economy house” program. 

Mr. Flanders met, parried and 
noted a barrage of complaints of 
inconsistencies, delays and inade- 
quate financial appraisals by state 
and regional FHA administrators, 
which the manufacturers claimed 


John J. Hall, formerly vice-president 
and general sales manager who 

veen elected president of Richmond 
Radiator Co., an affiliate of Reynolds 


Metals Co. Mr. Hall reads The Wall 
Street Journal regularly. He is among 
‘he 32,388 presidents of American in- 
justry (of a total audience of 223,641 
ousiness leaders) who keep on 
the eventful news presented in Amer- 
ica’s only national business daily. If 
you have a message for the successful 
executives in business and industry 
The Wall Street Journal should hea 

your list. 


to be the greatest barrier to suf- 
ficient standardization of design 
and volume of sales for large- 
scale production. 


s Members estimated that a pro- 
duction capacity of 100,000 homes 
annually still exists, but doubted 
whether half that number actually 
will be built this year—chiefly 
because of the difficulty in obtain- 
ing mortgage money. 

About one half of home mort- 
gage money comes from three 


sources: Insurance companies 
(which demand FHA insurance), 
savings and loan _ associations 
(which generally eschew FHA 
approval, while asking higher in- 
terest rates, shorter term loans 
and higher down payments), and 
banks (which have been interested 
mostly in the short-term, fast- 
amortizing, three-year, FHA-guar- 
anteed modernization loans, rather 
than longer term construction 
paper). 

Although FHA and its parent 


HHFA and the Reconstruction Fi- 
nance Corporation all encourage 
prefabrication at the national level, 
the FHA field offices have been 
extremely cautious in their ap- 
praisals of prefabricated home val- 
ues. This reluctance to appraise 
prefabricated homes at values as 
high as standard built homes of 
the same size has sharply limited 
the number of buyers who can af- 
ford to purchase them, the pre- 
fabricators claimed. 


PHMI promotion, as summa- 
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rized in the institute’s annual re- 
port, has thus taken a new tack, 
emphasizing such sales features 
as higher quality, better design, 
speed of construction, and lower 
profit margins. 

With such obstacles as archaic 
building codes, varying standards 
for plumbing and electrical work, 
labor resistance and lack of con- 
sumer acceptance still in their 
way, the prefabricators still waxed 
optimistic. They claimed that the 
war babies had been shaken out, 


ARE YOU POURING IT ON 
IN THE RIGHT PLACES =| 
ON THE PACIFIC COAST? 


Ly THE HOTTEST sales territory in the country (the 


Pacific Coast), be sure you're pouring it on in the right places. Be sure your network is Don Lee, the 
only network with enough stations to get your sales message across in 45 important markets. 
Mountains up to 15,000 feet high surround many Pacific Coast markets and make long-range broad- 
casting unreliable. Don Lee, with 45 stations, broadcasts from within the buying markets, where people 
listen to their own local network station rather than to out-of-town or distant ones. 

Advertisers with complete market distribution use the network that gives them complete market 
penetration to match. One of these is Miles California Company, now in its 16th year on the Don Lee 


LEWIS ALLEN WEISS, President WILLET H. BROWN, Exec, Vice-Pres. * WARD D. INGRIM, Director of Advertising 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA * Represented Nationally by JOHN BLAIR & COMPANY 


{AMA 


Of the 45 Major Pacific Coast Cities 


ONLY 10 3 

have stations have Don Lee 
of all 4 and 2 other 
networks network stations 


A 


network station 


Tae! 


6 26 
have Don Lee have Don Lee 
and 1 other and NO other + 


network station 
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,id that the remaining handful 
“pioneers” were on solid ground 
tap their share of the huge home 
arket still unfilled. 


/BC Purchases Block 
for Television Center 

American Broadcasting Co., New 
York, which last year leased a 
block of four buildings on 66th 
S:. for a television center, has 
anounced that the site has been 
purchased, This purchase, together 
with construction, renovation, and 


television equipment expenditures, 
represents an investment of more 
than $2,500,000. 

DuMont Television Network re- 
portedly is toying with the idea 
of a “television city” near its 
Paterson, N. J., plant. This plan, 
however, is in the early visionary 
stage. 


Rice to Leave Raytheon 

Ray Rice is resigning as publicity 
director of Raytheon Mfg. Co., 
New York, effective May 1, after 
four years. He will open his own 


office at 60 E. 42nd St., New York, 
retaining his present staff and 
taking over the space now oc- 
cupied by Raytheon’s publicity de- 
partment. Mr. Rice will continue 
to handle Raytheon’s publicity on 
an account basis. 


Lawrence Names Runyon 


Orrin Runyon Jr., formerly with 
Latin American Buyer’s Guide 
Co., has been named an account 
executive and head of the export 
department of Sherman Lawrence 
Advertising Agency, Newark, N. J. 


Delta Campaign to 
Promote Summertime 
Trip to Miami Beach 


ATLANTA—Delta Air Lines has 
set a $50,000 budget for a special 
campaign this month to boost sum- 
mer travel to Miami Beach. 

“Luxury on a budget” will be 
the theme of the campaign, which 
will promote the airline’s 25% 
discount summer excursion fares 


a eal 
° _ Sete ae 
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Network with the Alka-Seltzer Newspaper of the Air. Make your Pacific Coast advertising pay off with 
more sales by pouring it on in the right places: the 45 important markets delivered by Don Lee. 


Don Lee Stations On Parade: KRNR—ROSEBURG, OREGON 
Tim-ber! KRNR is located in the heart of the largest stand of Douglas fir timber in the United States. Lumbering 
and agriculture boost Douglas County retail sales to over $23,000,000 yearly, and population has almost doubled 
in the last two years. No outside radio signal reaches this area during the daytime hours, and only fair outside 
reception is available at night. Broadcasting from within the markets is the only thorough way to cover the Pacific 
Coast, Don Lee the only network with enough local network stations to do it! 


The Nations Greatest Regional Network 


2 


BROADCASTING SYSTEM 


and low-cost, all-expense tour. 
Copy will point out that Miami 
Beach’s summer rates permit ordi- 
nary working people to travel and 
live like millionaires, “at a price 
you can afford to pay.” 

The special drive, starting in 
Chicago and Cincinnati, will in- 
clude 24-sheet posters, video and 
radio, half-page newspaper copy, 
space in educational journals, 
travel shows, folders and copy in 
Time. Tom T. Oster, Delta’s inter- 
line and agency traffic manager, 
said travel agents will cooperate 
in selling the seven-day package 
tour to the Florida city. 

Burke Dowling Adams, 
Montclair, N. J., is the agency. 


Inc., 


KQW Changes to KCBS 


The cali letters of KQW, San 
Francisco and San Jose, wholly- 
owned outlet of the Columbia 
Broadcasting System, have been 
changed to KCBS. The San Fran- 
cisco office of McCann-Erickson 
has been appointed to handle the 
advertising and promotion of CBS 
in California. 


be sure your dealers’ 
selling kits include 


FRichetoth 
SHOWROOM 
BANNERS 


@ MAKE A HIT with your dealers 
by adding America’s handsomest, 
longest -lasting, biggest value 
banner to their merchandising 
kits. Richcloth permanently im- 
pregnates your message or de- 
sign...even your dealers’ names 
...in raised cloth lettering. Won't 
crack or peel — easily cleaned. 
Order as few as 25. Mail coupon 
for details, prices and samples. 


HCADQUARTERS FOR 


PHILCO 


Shhaacd 


CHOICE 
TERRITORY OPEN 
A few choice territories 
still available for ex- 


(Please attach perien verti 

or —: on, ad ne ber me 
i, ad 7 

letterhead) Write for details. 


es 


MAIL THIS COUPON TODAY! 


RICHCLOTH BANNERS 
| 


Div. Rosco Mfg. Co. 
455 Central Avenue, Rochester 5, N.Y. 


Without ae. send details, prices and 
samples of Richcloth Showroom Banners. 
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In 1948 


ppular Mechanics 


carried more pages of advertising than any 


other monthly magazine! 


That is more pages of advertising than 

Good Housekeeping, Ladies’ Home Journal, 
Mademoiselle, The American, Cosmopolitan, 
Fortune, Better Homes & Gardens or any 
other general monthly magazine carried in 1948! 


Here’s why: POPULAR MECHANICS produces big 
results at amazingly low cost. Further, 
its audience of 412 MILLION MEN have the 
P.M. Mind... they read ads deliberately 
and respond with alacrity. 


To Sell anything MEN buy... 


REACH THE M MIND 
* * 
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lou Boudreau 
“SEALTEST , 


1S BEST BY MY TEST”, 


OS —— =~ 


TESTIMONY—This is one of the painted 
displays in a campaign Telling-Belle 
Vernon Co. is using in greater Cleve- 
land, featuring a testimonial by Lou 
Boudreau, Cleveland Indians manager 
ond shortstop. The illustration is 37’ high, 
and the display, 50’ high by 50° wide. 


MODELS—Campbell-Mithun, Minneapolis, 
employed this attention-getting technique 
for its Atwood coffee account in Upper 
Midwest daily newspapers. Tho series 
began a few weeks ago featuring news- 
papermen, then homemakers, and now 
models, employing the picture-caption 
technique used extensively for many of 
the agency's accounts. 
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SALESMEN—Wright Industries, Chicago, 

is distributing this complete selling unit 

for |-Dent-O personalized identification 

tags. It contains 24 plastic holders, chains 

and name tags, with an alphabetical as- 
sortment of initials. 


OGRE ig ge oR tes 


PE-MANENT—William M. Beckler, sales manager, Libbey Glass division, Owens- 


FM HUDDLE—Among the speakers at the all-day frequency modulation clinic in New 

York are, left to right: William H. Ensign, eastern manager, Transit Radio; Everett 

L. Dillard, president, Continental Network; Millard C. Faught, president, Faught Co.; 

William E. Ware, president, Frequency Modulation Association, and Herbert Georges, 
general manager, WHEB, WFMI-FM, Portsmouth, N. H. 


14TH ANNUAL—The Swim for Health Association, New York, has its official poster 
ready for distribution in connection with the 14th annual Swim for Health Week 
campaign scheduled for June 20-25. 


AID COLUMBUS DRIVE—Central Ohio Industrial Marketers have joined Mayor 
James Rhodes’ committee, which is working on a “Discover Columbus” program, 
in which industries will be asked to erect displays and posters along highways and 


main line railroads to help Ohio’s capitol promote itself. Left to right, here, are 

J. R. Ginsler, International Derrick & Equipment Co.; Mayor Rhodes; Warren Berry, 

Jaeger Machine Co.; L. R. McReynolds, Jeffrey Mfg. Co., and R. W. Testement, 
Byer & Bowman Advertising Agency. 


APPLAUSE WINNER—Looking gratified, John R. Davis, vice-president in charge of 

sales and advertising for Ford Motor Co., regards the Applause Award he received 

from the Sales Executives Club of New York. Flanking him, left to right, are George 

Richardson and Henry Flower, J. Walter Thompson Co. vice-presidents, and O’Neil 

Ryan, Thompson vice-president, and George Patterson, president of the New York 
district Ford dealer advertising committee. 


a 


IT’S AMAZO—Both agency and client executives enjoyed eating Amazo, new instant 

desert made by American Maize-Products Co., when Kenyon & Eckhardt held Amazo 

Day. Left to right are George Chatfield, vice-president, K&E; Don L. Johnson, sales 

manager, grocery products, American Maize; Theodore Sander Jr., president Amer- 

ican Maize; Thomas D’Arcy Brophy, chairman of board, K&E; James B. Melick, vice- 
president, American Maize, and Dwight Mills, president, K&E. 


(ET PIT SbuRGH 


lineis Glass Co., Toledo, and Clinton B. Clark, of W. L. Stensgaard & Associates, 


Ch cago, inspect the new permanent floor fixture designed by Stensgaord for 
libbey’s Hostess Set glassware line. The display is made of wood, with metal 
grill work and adjustable glass shelving. 


BIGGEST DRIVE?—These displays, called the largest dispiay cam- 
paign, are used by Pittsburgh Plate Glass Co. to promote its 
house paint, floor enamel and wall paint. The color wheel motif 


is tied in with a booklet on color dynamics being distributed by 
all dealers. These displays were designed by Hussey-Woodward, 
Inc., New York. 
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Heads of Six Ad 
Groups Describe 


PR Successes 


Wider Efforts Range 
from Backing Brands 
to Revising Books 


WHITE SULPHUR SPRINGS— 
Under the leadership of Fairfax 
M. Cone of Foote, Cone & Belding, 
executive heads of six national 
organizations took part last week 
—probably for the first time to- 


Four A’s Meeting 


gether—in a panel discussion of 
“The Public Relations of Adver- 
tising” before the American As- 
sociation of Advertising Agencies 
here. 

Participants were Henry E. 
Abt, Brand Names Foundation; 
Elon Borton, Advertising Federa- 
tion of America; Charles W. Col- 
lier, Advertising Association of the 
West; Kenneth Dameron, Com- 
mittee on Consumer Relations in 
Advertising; Edward L. Greene, 
National Better Business Bureau, 
and Theodore S. Repplier, Adver- 
tising Council. 

BNF’s annual budget of $270,000, 
contributed by 625 sponsoring 
members, Mr. Abt said, is now 
“buying $10,000,000 worth of space, 
radio time and visibility devoted 
to keeping the nation’s thinking 
straight about your basic institu- 
tions, brand names and advertis- 
ing.” The foundation itself buys 
no space or time, he explained. 
The volume is contributed by 
“media and thousands of mer- 
chants.” 

In the first quarter of this year, 
he said, 110 magazines contributed 
$160,000 of advertising. Transpor- 
tation advertising firms provide 
$1,000,000 of space annually in 
41,000 vehicles; “825 daytime 
radio commentators provide $6,- 
000,000 of radio time yearly for 
our weekly ‘Radio Flashes’ scripts,”’ 
Mr. Abt reported. In addition to 
1,000,000 column inches in news- 
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papers devoted to BNF news re- 
leases and features in 1948, some 
600 dailies are now starting to use 
display advertising mats. 


s Mr. Borton described AFA as 
“the largest advertising association 
in the world, with more than 25,- 
000 members in 91 senior adver- 
tising clubs; in 1,087 corporate sus- 
taining members, including 334 
agencies, and in ten affiliated na- 
tional associations, including the 
Four A’s.” 

Eighty-six per cent of these 
clubs have organized educational 
programs, he said, and 66% are 
actively at work on public service 
campaigns. Among other activi- 
ties, the AFA conducts a cam- 
paign to promote public under- 
standing of advertising, which this 
year is being used by 800 radio 
stations, 400 daily newspapers 
and other media and a high school 
essay contest, which last year 
drew 30,000 entries. 

Mr. Collier pointed out that 
since 1941 AAW membership has 
grown from 1,800 to nearly 6,000 


and the number of member adver- 
tising clubs from 23 to 45. The as- 
sociation and clubs conduct some 
30 courses in advertising, main- 
tain close relationship with school 


programs, and help to eliminate 
textbooks “unfavorable to adver- 
tising.” 


s The Consumer Committee, Dr. 
Dameron said, is now sponsored 
by more than 200 media, as well 
as by the Four A’s. It is in- 
tended to create (1) better un- 
derstanding by advertisers of the 
aims and attitudes of consumers 
and (2) better understanding by 
consumers of the fundamentals of 
distribution and the functions of 
advertising. Its 1949 catalogs of 
“Business Sponsored Educational 
Materials” and “Business Spon- 
sored Educational Films” will be 
issued in mid-April. A survey on 
public opinion of advertising will 
be conducted this year. 

The national and 94 local Bet- 
ter Business Bureaus, and 331 
chambers of commerce in non- 
bureau cities, Mr. Greene ex- 


. 


plained, today serve advertising 
with a three-point program: 

“1. We work to eliminate the 
causes of consumer complaints 
against business; 

“2. In the belief that an informed 
buyer is most likely to be a satis- 
fied customer,” the bureaus have 
distributed nearly 5,000,000 copies 
of booklets; 

3. In association with the Na- 
tional Association of Secondary 
School Principals, textbooks are 
being prepared to “teach fairly and 
soundly about American business.” 

In seven years, Mr. Greene said, 
ten textbooks have been issued, 
and three more are in prepara- 
tion. More than 1,500 high schools 
throughout the country are now 
using them. 


ws Magazines, newspapers, radio, 
outdoor and transportation media 
all increased substantially their 
support of Advertising Council 
campaigns in 1948, Mr. Repplier 
told the meeting. Some of the re- 
sults were the “lowest accident 
rate on record”; a 20% reduction 
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in number of forest fires; reco q 
peacetime sales of government “])’ 
bonds; increased food shipments 
by CARE; the largest peacetir ie 
enrollment of nurses; 31% mo» 
chest X-rays in the “fight tuberc):- 
losis” campaign, and greater scho )| 
appropriations in almost eve» 
state. 

The campaign to explain the 
American economic system, he 
said, “is not going too well... n 
magazines,” but is gathering mv- 
mentum in other media. 


eo 
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Jahn & Ollier Elects Hill 


Edward W. Hill, vice-president, 
has been elected chairman and 
president of Jahn & Ollier En- 
graving Co., Chicago, succeeding 
the late Clarence S. Boothby. Pal- 
mer C. Boothby, treasurer, has 
been named vice-president. He 
also will continue as treasurer. 


Eicor Names Fogarty 


Eicor, Inc., Chicago, -‘manu- 
facturer of wire recorders, has 
named C. C. Fogarty Co., Chicago, 
to handle its advertising. 


Adw 
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WINNER—Grand award in the 1949 box competition, sponsored by the Folding 

Paper Box Association of America, was won by the cartons for Swift’s Premium 

frozen meats, produced for Swift & Co. by American Coating Mills, division of 

Owens-Illinois Glass Co. Prizes were announced at the association’s annual 
meeting in Chicago. 
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Additional Space 
in Chicago Signed 
by ABC’s WENR-TV 


Cuicaco—Station WENR-TV, 
Chicago outlet of the American 
Broadcasting Co., has leased 4,000 
additional feet of space on the 42nd 
floor of the Opera building at 20 
N. Wacker Drive. 

The space in the north wing 
of the building was the original lo- 
cation of the studios and offices of 
WENR, when that AM. station 
made its debut in 1930. The ex- 
pansion gives WENR-TV three 
studios for video operations. Ad- 
ditional engineering and program- 
ming crews will be needed. 

John H. Norton Jr., vice-pres- 
ident of ABC’s central division, 
expects that the station will be 
operating in the black by fall 
or early winter at the latest, de- 
spite the large investment which 
ABC has in its Chicago video set- 
up. He also foresees TV adver- 


tisers across the board by fall, 
with $1,000,000 in revenue. 

At the present time, the sta- 
tion originates three web shows: 


“Identify” (Paris garters); “That’s 


O’Toole” (Delta Mfg. Co.); and 
half of “Super Circus” (Canada 
Dry). In addition, International 


Cellucotton Products Co. will inau- 
gurate a weekly half-hour in June, 
and Bell & Howell has signed for a 
15-minute weekly show, starting 
this month. 


Brown & Bigelow Sales Up 


Brown & Bigelow, St. Paul, has 
reported the greatest net sales in 
its history for the year ending Jan. 
31, 1949. Sales amounted to $36,- 
441,890, a gain of $1,799,934 over 
1947. Net profit after taxes and all 
other charges was $2,746,419, an 
increase of $478,758. 


Brownrout Names Driscoll 


James J. Driscoll, formerly with 
Polar Locker Service, Inc., Buf- 
falo, has been named sales man- 
ager of Brownrout frozen food di- 
vision of Brownrout Seafood Co., 
Buffalo. 


| you leap 


)) BALTIMORE 


LOOK — at the number of City Zone Families in Baltimore today! 
It's the fastest growing market in the East.* 


LOOK — at how many autos these families buy: in 1947 — 
19,655; first 6 months of 1948 — 10,945. And they 


support 166 tire outlets, 1,258 gasoline outlets. 
(Sales Management Survey of Buying Power — 1948.) 


LOOK — how you can reach and sell 57.6% or 197,865 of 
these City Zone families with the News-Post... more 
than any other Baltimore daily newspaper. Total net paid 


228,228. 


Baltimore ... 


LOOK TO THE 


First in Circulation in the 6th Largest City J 
A HEARST NEWSPAPER — REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
Offices in principal cities: Albany * Baltimore * Boston * Chicago ® Detroit * Los Angeles * New York ® Pittsburgh * San Francisco ® Seattle % 
Mar ss ng iC Sg I SR . » ee 
ee ane = 


*ABC City Zone based on Bureau of Census — 1947 surveys for Metropolitan Districts. Among the 
ten largest markets in the U. S., Baltimore's rate of growth is exceeded by only two West Coast Cities. 


LOOK — if you're selling automobiles or accessories 


Baltimore News-Post 


(Since July at the highest 3-year 
rate — $7—of any contractor- 
builder magazine) 


For January and February 1949 
PB’s subscription sales 
totaled $25,909.82 


(Almost 50% better than 
1948 average per month) 


Wes Vudtcates: 


@ No let-up in builders’ plans 
for continued activity in 1949. 


@ Fast-growing acceptance for 
PB among more and more 
contractor-builders. 


@ Maximum buying influence 
for PB Advertisers. 


Ges, PB reaches more contrac- 

tor-builders than any other 
building paper—because editori- 
ally it is geared to one interest all 
builders have in common: building 
method —“how-to-do-it” better, 


faster, more economically. 


“How-to-Do-It” 

Magazine read 
by 80,000 
Practical 

Building Men 


PRACTICAL 


BUILDER 


mt 


5 SOUTH WABASH 
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| . Media Records Shows 
Ads’ Growing Share 
of Dailies’ Content 


New York—Advertising content 

_ of newspapers in 1948 averaged 

58.8%, compared to 40.1% in 1941, 

Media Records, Inc., reported last 
week. 

The compilation, based on 84 
morning newspapers, 142 evening 
newspapers and 120 Sunday news- 
papers, shows the steady upward 
path of advertising content in re- 
lation to total. 

Morning newspapers averaged 
57.5% advertising against 39.2% 
in 1941, Media Records reported, 
while evening papers carried 
60.4% compared to 43.3% in 1941, 
and Sundays carried 56.8% com- 
pared to 33.7% eight years ago. 


64 DAILIES NOW USE 
STANDARD DATA FORMS 


' New YorKk—The Bureau of Ad- 
'vertising, American Newspaper 


s Free 


BOOK SHOWS- 


without... 


© Costly consumer advertising 

@ Conventional jobber-dealer setup 
© Theexpenseof salesmen’s salaries 
This realistic exposition of the only 

low-cost, short-cut to national sales 


describes the method now used by 
such successful companies as: 


Company Estimated Annual Sales 
Real Silk Hosiery Mills . . . $15,000,000.00 
Davis Paint Company ... 5,000,000.00 
<napp Brothers Shoes.... 15,000,000.00 
Master Garment Company. 2,000,000.00 
|. B. Simpson Tailoring ... 10,000,000.00 
itark Brothers Nurseries... 10,000,000.00 


These are but a few of the 6,000 
firms who used this sales method in 
1948 to sell over a thousand different 

roducts and services—to the tune 
of $5 billion gross sales. 


This booklet has helped hundreds 
of small manufacturers grow big— 
scores of large manufacturers in- 
crease sales volume. It shows a low- 
cost way to overcome prohibitive 

, distribution costs . . . provides an 
answer to today’s increasing con- 
sumer resistance at point of sale. . . 
tells why independent distribution 
is the best possible solution to your 
sales problems . . . and shows you 
how you can take immediate steps 
to tap this lucrative big market at 
little expense. 


Learn the profitable secret 6,000 
, direct-selling companies use to gross 
» annual sales of over $5 billion! Send 
| today for your complimentary copy 
of the informative booklet, “‘How 
to Build National Distribution 
Quickly.” Find out whether your 
product is adaptable to the direct 
selling field. If it is—and we'll tell 
| you frankly one way or the other— 
you'll be amazed at the ease and 
speed with which you can build a 
national sales organization. (Many 
do it in 60 days!) Write on your 
letterhead for your complimentary 
copy today! 


OPPORTUNITY 
MAGAZINE 


\ATEWAY TO A $5 BILLION MARKET 


8 £. Jackson Bivd. Chicace 4, Illinois 


Publishers Association, reported 
last week that 64 daily newspapers 
in 48 cities are now covered by 
the standard market and media 
data forms recommended by the 
Four A’s and the American News- 
paper Advertising Executives As- 
sociation. 

In 31 cities, both market and 
media forms have been published; 
nine additional cities have market 
forms, and in eight more cities, 
media forms have been released. 

The forms are designed to stand- 


ardize local market and media in- 
formation, and were adopted after 
a survey in 1947 of Four A’s mem- 
bers showed that no other sta- 
tistical effort would be so gener- 
ally useful to media buyers and 
campaign planners. 


Opens Product Design Contest 


The 11th annual electrica! man- 
ufacturing product design awards 
competition, sponsored by Gage 
Publishing Co., New York, has 
been announced, offering five cash 


awards totaling $2,500 fcr the 
most interesting and realistic ac- 
counts of new product develop- 
ments. The closing date for en- 
tries is June 30. The winners will 
be announced in the 11th annual 
October product design awards 
number of Electrical Manufactur- 
ing, published by Gage. 


1900 Corp. Names Mitchell 


Robert M. Mitchell, assistant to 
the president, has been named 
sales manager of the Whirlpool 
division of Nineteen Hundred 
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Corp., St. Joseph, Mich., manu- 
facturer of home laundry ma- 
chines, succeeding William Ham- 
mersley, who has resigned to join 
H. M. Tower Corp., New Haven 
Conn. Mr. Mitchell also will con- 
tinue as assistant to the president 


Teich Adds Duties At KROS 


Walter J. Teich has been named 
general manager of Station KROS, 
Clinton, Ia., succeeding the late 
Morgan Sexton. Mr. Teich also 
will retain his position as sales 
manager of the station. 
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Regal Shoes, Which 
Compared Well Back 
in 1900, Do It Again 


Boston—Regal Shoe Co., which 
laims to have been the first na- 
ional advertiser to employ a 
comparison theme in its promotion, 
; using that type of theme in its 
949 campaign. The drive opened 
n last week’s Saturday Evening 
Post. 


Regal will run three page ads 
this spring, and more next fall, 
in the Post only. Copy urges 
readers to compare Regals “stitch- 
for-stitch” with styles of noted 
custom bootmakers. Regal men’s 
hose is promoted in the ads, also. 
N. W. Ayer & Son, Philadelphia, is 
the agency. 

The company points out that 
*’way back in 1900, when it was 
L. C. Bliss & Co., its first Post 
ad featured a new style.book on 
Regal shoes in which Regals were 


compared—quite favorably—with 
latest models of exclusive boot- 
makers in New York, London and 
Paris. 

The company at that time 
stressed mail order. It started with 
one store in 1894, expanded to 40 
by 1904 and now has 81 stores in 
40 cities. These did a volume of 
more than $10,000,000 last year. 


Stromberg-Carlson Sales Drop 


Stromberg-Carlson Co., Roch- 
ester, has reported net sales of 


$29,470,232 for 1948, compared 
with 1947’s total of $32,190,872. 
Profits for 1948 dropped to $877,- 
602 from $1,084,149 the preceding 
year. 


Fairmont Appoints Lewis 


Donald E. Lewis, formerly sales 
manager of the automotive divi- 
sion of Manzel, Inc., Buffalo, has 
been elected vice-president and 
general sales manager of Fairmont 
Tool & Forging, Inc., Cleveland. 
Both companies are subsidiaries of 
Frontier Industries, Inc., Buffalo. 


Sell Mid-America without selling the 
farmer? Might as well try to sell Detroit 


without its auto workers, Pittsburgh with- 


out its steel men. 


In these fifteen states, the farmer is king! 
When he comes to town, windows are 
dressed to catch his eye. Dealers are out to 
sell him, his family. They must reach him. 


For without the farmer, mass sales are 


impossible. 


That’s why dealers are so strong for 
Capper’s Farmer. They know it reaches the 
leading farm families... 
time and again. And no wonder—Capper’s 
Farmer concentrates 92% of its circulation in 


farm-dominated Mid-America! 


Yet this unequalled concentration is only 
one of the BIG 10 Capper’s Farmer ad- 


vantages... 


they’ve said so 


in America. 


the world. 


3, Best coverage buy. 
4, Quality circulation. 


5,No mass small-town 


circulation. 


6. Farm-tested editorial 


material. 


7, Reader confidence. 
8. Merchandised editorial 


content. 


9, Market dominated 


by farmers. 


CAPPER’S FARMER’S BIG TEN 


1, Largest rural publisher 


2, Richest farm market in 


10. Most quoted farm magazine. 


only Cappers Farmer 


Topeka, Kansas 


Question... 


WHERE CAN | 
YOU GET 
SUCH A . 
LARGE 
AUDIENCE? 


Answer: 


In Greater 


Toronto 


Canada’s 
Richest 
Market... 


more than 


80% 


of the families 
read the— 


TORONTO 
DAILY 
STAR 


NOW OVER 


360,000 


Copies Daily 


80 King St. West, Toronto 
University Tower Bidg., Montreal 
In U.S.—Ward-Griffith, Inc. 
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ERP-Paid Ads ‘Logical,’ 
But ‘Indefensible’: Brewster 


WASHINGTON—One of the joys of 
Washington reporting is the con- 
stant opportunity to watch the 
congressional mind in operation. 
Exhibit A: Sen. Owen Brewster 
(R., Me.), who is busily promoting 
an amendment to the European 
Recovery Program to prevent 
Marshall Plan nations from using 
ERP dollars to advertise their 


By STANLEY E. COHEN, Washington Editor 


products or tourist attractions in 
the U. S. 

On the Senate floor, Brewster 
concedes that ads are a logical 
way of promoting European recov- 
ery. But he finds it “utterly in- 
defensible” to ask U. S. taxpayers 
to underwrite ads which take bus- 
iness from domestic industry and 
recreation facilities. He says: Let 
ERP nations find other dollars for 
these ads. 


Brewster’s brand of protective 
tariff isolationism is a calculated 
risk. Shrewd Yankee traders of 
his state-of-Maine-vacationland 
may discover there is no way to 
prevent Paul Hoffman from mak- 
ing good the dollars which ERP 
nations “find elsewhere” for their 
ads. 

Net result of this effort to excuse 
state-of-Maine-vacationland con- 
stituents from facing the realities 
of European recovery is indicated 
by Brewster’s own prediction: “I 
am sure they will be very much 
more moderate and abstentious in 
the expenditure of these dollars 
if they are their own rather than 
our dollars.” You don’t even have 
to be a shrewd Yankee to recognize 
that less advertising means slower 
recovery; slower recovery means 


prolonged aid programs; prolonged 
aid programs mean continued high 
taxes on the state-of-Maine con- 
stituents. 
ses 

A dozen times a day, congress- 
men have to risk their careers and 
say “no” to a constituent of im- 
portance. Informally, they are re- 
freshingly frank about their own 
shortcomings. As Exhibit B, take 
Rep. Usher L. Burdick (R., N. D.), 
who would find it convenient to 
raise wages of postal workers. His 
proposal was rejected by Postmast- 
er General Jesse Donaldson, who 
says: “Rate raise first.” Burdick, 
whose political career goes back 42 
years, commented, “You are not 
familiar with the operation of a 
congressman. A_ successfu! con- 
gressman will vote for every ap- 


DVERTISERS who think exclusively of 
Washington, D. C., as a government 
workers’ market are overlooking 43 % 
of the total Washington payroll. Private 
payrolls amounted to approximately 
$611,000,000' 
$812,223,000* for government employees. 


in 1948, compared with 


It’s an important market, how ever you look 
at it... and The Star is its dominant 


1 Estimated by The Star's Business Editor 
2 Official Dept. of Labor figures for 11 months; Dec. est. 
8 Media Records, Inc. 


In 


advertising medium. 


Don’t Overlook 43% of the Washington Payroll 


1948 The Star 


sarried 33,085,982 ° lines of advertising, 


41% more than its nearest competitor. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by Dan A. Carroll, 110 E. 42nd St., 
NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
Member: Bureau of Advertising ANPA, Metropolitan Group, 
American Newspaper Advertising Network, Inc. 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, WMAL-FM, 


AND WMAL-TV 


Advertising Age, April 11, 1949 


propriation and against every rev- 
enue.” 

Note: Donaldson certainly is 
familiar with the “operation of a 
congressman.” He says he gets 
600 to 800 congressional letter: 
daily, most of them seeking rural! 
route extension and other henefits 
which cost money. Suggesting pos- 
sible economies in the postal serv- 
ice, he told the House committee: 
“We could save a lot of money 
by having three deliveries weekly 
on rural routes, and by cutting 
down frequency of city delivery. 
But if we did, the first ones we 
would hear from would be the 
small publishers who depend on us 
to deliver their papers, and the 
next ones we would hear from 
would be the congressmen who 
would be hearing from the pub- 
lishers.” 


It is getting increasingly un- 
comfortable for airlines to draw 
air mail “subsidies.” House ap- 
propriations committee last week 
said payments are hard to justify 
in the light of big salaries drawn 
by airline executives. But the most 
serious threat comes from the 
Civil Aeronautics Board, which is 
currently investigating out-of- 
pocket cost of transporting mail, 
in order to determine how large 
the much discussed airmail sub- 
sidy actually is. CAB Chairman 
Joseph J. O’Connell Jr. points out 
that the $100,000,000 to $125,000,- 
000 paid to airlines by the Post 
Office “is considerably less than 
we are spending to support the 
price of Irish potatoes.” On the 
other hand, he admits that over- 
generous mail pay relieves airline 
management of the obligation “to 
behave like business men and to 
make their decisions as business 
men usually do.” 


The Hoover Commission’s report 
on “federal business enterprises” is 
the 18th and last to go to the 
Hill. It’s replete with disagreements 
among Hoover Commission mem- 
bers on such basic issues as direct 
loans by government to business, 
and the role of government in pro- 
duction and sale of electric power 
It ducks entirely the scone of 
government financing in the hous- 
ing field. A summary of Hoover 
Commiss'on’s 18 reports may be is- 
sued late this month, but the staff 
is already disintegrating. Hoover 
Commission reforms will be used 
by President Truman in working 
out his own reorganization schemes 
Meanwhile, a “citizens committee” 
has been formed to remind Con- 
gress that a lot of good ideas for 
improving government efficiency 
are “in the record.” 

gee 

Congress is moving closer to 
full dress review of the anti-trust 
laws, and _ particularly Federa! 
Trade Commission’s concept of! 
them. A one year moratorium ol 
basing point price prosecutions has 
an okay from the Department of 
Justice. House judiciary committee 
staff members are already at wor 
on a comprehensive study of anti- 
trust enforcement. And the Na- 
tional Association of Manufactur- 
ers has reminded the Senate judic- 
iary committee of a Hoover Com- 
mission task force report, whic | 
says that FTC needs “rejuvenat 
ing and refocusing.” 

Congressional studies do nc’ 
mean relaxed anti-trust enforce - 
ment; witness action of the Hous: 
appropriations committee Tues- 
day, boosting Justice Department ; 
anti-trust appropriation $100,00) 
above the sum requested by th: 
President. Purpose of congres- 
sional studies is to clarify the lav , 
and eliminate uncertainties whic } 
pile up from 50 years of court ani 
commission rulings. 


The next four weeks are cor- 
sidered critical in determining bu. - 
iness trends. Census Bureau fit 


ures for mid-March show unen 
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p 0»yment at 3,200,000, down slightly 

f,om February. This compares with 

© 440,000 unemployed the same 
ek a year ago. 

Most encouraging fact to remem- 
bor is that total civilian employ- 
yn ent in mid-March was 57,647,000, 
uy 500,000 from February, and 
318,000 over the same week of 
1948. 

In estimating business trends, 
there is no denying that backlogs 
o| money and demand which sup- 
ported the postwar boom are rap- 
idly disappearing. Securities and 
Exchange Commission reported last 
week that liquid savings by in- 
dividuals dropped during 1948 to 
1940 levels. From a wartime peak 
of $41,500,000,000 in 1944, savings 
dropped to $8,300,000,000 in 1947 
and $4,300,000,000 in 1948. They 
totaled $4,200,000,000 in 1949, when 
the wartime boom was getting 
under way. 


Eastern Adwomen 
Told Responsibilities 


PHILADELPHIA—Several hundred 
women attending the Eastern Con- 
ference of Advertising Women 
here April 2-3 were told that the 
advertising profession in the 
United States has a terrific re- 
sponsibility to the public because 
only 70,000 men and women en- 
gaged in advertising spend more 
than $4 billion annually. 

Speaking at the closing lunch- 
eon session of the conference, Elon 
G. Borton, president of the Ad- 
vertising Federation of America, 
pointed out that these comparative 
figures point to very few having a 
great influence on the nation’s dis- 
tribution, production and standard 
of living. 

“Surprisingly enough, very few 
are engaged in this profession,” he 
said, “and those who are in ad- 
vertising have a tremendous op- 
portunity to do good.” 

Mr. Borton pointed out that in 
the United States from three to 12 
times more is spent for advertising 
per capita than in any other na- 
tion in the world. 


Birkby Joins Peerless 


Harold S. Birkby, who has been 
operating his own business as a 
management and marketing con- 
sultant in the textile field, has 
been appointed general sales man- 
ager and director of advertising of 
Peerless Mills Co., New York. 
Previously, Mr. Birkby was sales 
manager of Pacific Mills rayon 
and cotton division. 
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Borden Promotes McClelland Westinghouse Ups Campbell KMPC Promotes Buskett Western Ad Group to Meet 
Milburn McClelland has been John D. Campbell has been Lawrence C. Buskett, account The 46th annual convention of 
named president of the Chicago|named assistant manager of the/| executive, has been appointed as-|the Advertising Association of the 
ice cream division of the Borden| appliance sales division of Cana-| sistant sales manager in charge of | West will be held at the Hotel 
Co., succeeding R. C. Taylor, who| dian Westinghouse Co., Hamilton, | local sales of Station KMPC, Los| Vancouver, Vancouver, B. C., June 
has retired. He will continue as|Ont. He was formerly assistant | Angeles. 26-30. 
assistant, in charge of ice cream | manager of the appliance division, . 
from The FACT 


operations, to the chairman of/| Ontario district, Toronto. 
FM KFMJ has more local 
K accounts spending more 


Borden’s Chicago central district. 


Meyerhott Names Hunter 
Jones Promoted to V. P. G. Richard Hunter, formerly 


The SMILE 


Richard E. Jones, general man-| vice-president of Fuller & Smith in ee ee The meney than any othe s0- 
ager of Stations WJBK and_/& Ross, Cleveland, has been named just resuscitated your a ~ ae aa oe 
WJBK-TV, Detroit, has been/an account executive and copy- ee , ation : 
elected vice-president of Fort In-| writer of Arthur Meyerhoff & Co., wile" —— CALL FORJOE 

c 


dustry Co., owner of the stations. | Chicago. 
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Don't make Fine Birds! 


Whether we make washing machines or watches, or plan and produce the adver- 
tising programs to stimulate their sale... 


... we cannot accurately predict their performance ability simply by the measure 
of time, labor and material combined in them, nor by the craftsmanship employed-- 
and certainly not by their cost. 


Manufacturer and advertising executive alike know that... 


... given the finest material and craftsmanship, the things we create will perform 
most productively in proportion to the caliber of knowledge of their ultimate purpose, 
of seasoned experience with their end uses, and of intimate familiarity with the methods 
and mechanics governing their furctions, that is applied to their planning, production 
and distribution. 


Business is fast becoming tightly competitive. Manufacturers and advertisers 
of nationally distributed merchandise are more keenly aware every day of the vital 
need for applying these protective principles to the planning, production and distribu- 
tion of one of the most important factors in the success of every comprehensive promo- 


tion program—their point of sale advertising, and its most economical and potentially 
effective vehicle—the retail merchants matrix. 


It’s logical that when selecting a source for these potentially productive “tools,” 
‘experienced advertising executives seek one which thinks and acts in the same terms 
they themselves do—terms of securing the maximum retail outlet support. Naturally, 

' they also prefer to do business with a source which understands as they do, the me- 
chanics of securing that support—one which through years of specializing on this impor- 
tant factor in promotion and distribution, knows how it is done, and the contacts and 
steps necessary to do it most economically, most smoothly and most productively. 


This must be the reason why so many manufacturers and advertisers of mer- 
chandise dependent on retail merchants for its ultimate sale,are moreand more depend- 
ing upon Merchants Matrix Cut Syndicate both for consistent high quality of product 
and for the profitable satisfaction gained by counselling and discussing plans, pur- 
poses and means with those who speak their language. 


MERCHANTS MATRIX CUT SYNDICATE 


J. BRUCE ALLEN, President 
RAND McNALLY BUILDING « HArrison 7-662! « CHICAGO 5, ILL. 


Responsible Manufacturers of Merchants Supreme Depth 
Mold Direct Pressure Mats * Merchants Standard Mats 
Merchants Standard Baked Mats * Merchants Plastic Plates 


Advertisers and Advertising Agencies are invited to write for a copy of MERCHANTS MAT CATALOG— 
a remarkable new medium for securing more advertising at point-of-sale. Please make your request on your 
business letterhead. 
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F it’s quality as well as quantity circulation 

you're after, here’s a striking example 

of how the Journal-American reaches New 
York's rich suburban communities. 


Take the 8 best of the 20 suburban counties 
in New York’s A.B.C. 50-mile suburban 
zone. They are closest to the metropolitan 
area .. . first in buying potential, in 
population, in retail sales and income tax 
returns. Included in the group is the world’s 
wealthiest suburban community — West- 
chester County! 


A HEARST 


se a 


newspapers in New York’s 8 best 
suburban counties than all other 
metropolitan evening papers combined 


your story strikes HomME 7O0O0,QOQ00 times a Day IN THE 


NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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SUBURBS 


The Journal- American sells more 


Here’s a sales-rich market of home-owning, 
high-income families — one in which the 
Journal-American is by far the most widely 
sold metropolitan evening newspaper .. . 
more than allotherevening papers combined. 


Leadership in these “blue chip” counties plus 
overwhelming leadership in total circulation 
— virtually two to one over the second 
evening paper — is solid evidence that the 
Journal-American combines quality with 
quantity coverage in the world’s most sales- 
rewarding market. 
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Business Paper Ad 
| Volume Down Again 
| for March Period 


F Cuicaco—All groups of busi- 
mm ness papers registered losses in 
advertising linage in March, com- 
pared with the same month of 
1948, according to Industrial Mar- 
keting’s monthly tabulation. The 
243 publications reporting carried 
a total of 27,580 pages, down 1,045 
or 3.8% from the 28,625 they car- 
ried a year ago. 
For the first quarter, their vol- 
‘ume was off 4.5%, from 83,350 
pages in January-March, 
79,741 pages so far this year. 
Greatest decrease over a year 
ago was shown by 18 publications 
in the export group. Their 1,173 
pages were off 18.7% from 1,392 
’ pages in March, 1948. For the first 
quarter, they are down 15%, from 
4,272 to 3,715 pages. 
' Fifty trade publications carried 
6,527 pages last month, off 3.6% 
from 6,758 a year ago. In the 
quarter they carried 18,907 pages, 
down 6% from 20,035. Industrial 
publications last month carried 
17,624 pages, down 2.4% from 18,- 
' 037. These 144 publications have 


~- 


1948, to’ 


carried 50,359 pages in three 
months, which is 3% fewer than 
51,852 in their papers in the same 
period of 1948. 

An 8% loss for March was reg- 
istered by 27 class publications re- 
porting. They carried 2,256 pages, 
against 2,438 a year ago. In three 
months they carried 6,760 pages, 
down 6.4% from 7,191. 


800 NIAA Members Subscribe 
to Business Paper Study 


More than 800 members of the 
National Industrial Advertisers 
Association have subscribed for 
the first business paper readership 
study of the Advertising Research 
Foundation covering the Oct. 15 
issue of Automotive Industries, ac- 
cording to Bernard Dolan, vice- 
president of NIAA and manager 
of merchandising of Peter A. 
Frasse & Co., New York. 

The study, to be released this 
month, is available to NIAA mem- 
bers at $2 per copy and to non- 
members of sponsoring organi- 
zations at $25. An administrative 
committee representing NIAA, As- 
sociation of National Advertisers, 
American Association of Adver- 
tising Agencies and Associated 
Business Papers directed the sur- 
vey. The ABP was responsible for 
the financing of the project. 


‘Your Customer? 


nT 


HARDLY! we 


lives in China. 


“ Your selling 
| messages won't 
reach him. 


The same can be said for some of 

the Los Angeles County markets. For 
example, Long Beach, California, 24 miles 
south of Los Angeles proper, (and a larger 
and wealthier rnarket than Ft. Worth, 
Texas) can’t be sold with outside media! 
The big metropolitan dailies scarcely 
scratch the surface in Long Beach! Only 
the Long Beach Press-Telegram blankets 


7 Long Beach. It goes into more than 2 out of 
every 3 Long Beach homes every day of the week! 
Use it regularly and reap the rich rewards 


PTALIFORNIA 


your advertising deserves! 
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Represented Nationally by CRESMER t? WOODWARD, Inc. 


Advertising Age, April 11, 1949 


March Business Paper Advertising Volume 


These figures are an exclusive compilation by Industrial Marketing, and must not be quoted 
duced without written permission. Unless otherwise noted, all publications are monthlies 


standard 7x10-inch type page. 


Pages 

Industrial Group 1949 1948 
es ED. n.ctunes canvas 91 76 
American Aviation (semi- 

PE Sevecanraches tind ose 31 30 
American Builder ......... 160 157 
ow ee eee 121 120 
American Dyestuff Reporter. 190 72 
American Machinist (bi-w.). ‘'*403 *466 
American Printer ......... *42 *44 
Analytical Chemistry ...... 37 35 
Architectural Forum 132 136 
Architectural Record ...... 162 161 
Automotive Industries 

SO SS Eo ae $264 §256 
Aviation Maintenance ..... *35 42 
rer ee 1§*108 *109 
Bakers’ Helper (bi-w.)..... 1§169 §178 
: Baein es Wades alee 93 86 
Better Roads a eer 31 87 
ee 43 38 
Brick & Clay Record....... *47 *44 
Bus Transportation ........ 122 142 
Butane-Propane News 

ESS. aaa *92 *114 
ER at i veee wens 3198] 2*76 
Ceramic Industry .......... *81 *76 
Chemical & Engineering 

eS eee 149 139 
Chemical Engineering ..... 1274 312 
Chemical Industries ........ [}**107 113 
Chemical Processing Preview 128 123 
Civil Engineering ......... 37 44 
a § =e Pera rere 145 141 
Commer@al Car Journal ... 148 197 
Construction Digest (bi-w.) ‘'*148 *162 
Construction Methods ...... 117 *137 
CC cvceensp esses 51 57 
Contractors & Engineers 

Monthly (9% x 14)...... 61 60 
etry TeOONE woe ccccccscces 182 99 
rs Ue .corececeseuné 111 76 
Diesel Progress (9 x 12).... 46 53 
Distribution Age .......... 59 64 
Drug & Cosmetic Industry. . *119 *129 
Electric Light & Power.... 95 78 
Electrical Engineering 50 59 
Electrical Construction & 

Maintenance ............ *137 *149 
Electrical South .......... 72 74 
i Uh. . divsees ees 70 85 
Electrical World (w.)...... 1#284 274 
ee eee *206 *207 
Engineering & Mining 

Sanwa edad seh es 121 119 
Engineering News-Record 

De AA pee, Sane 1§*465 *%327 
Excavating Engineer ...... 40 41 
Factory Management & 

TT OOP e *227 *239 
Fire Engineering .......... 39 42 
WORE NNO dc cece ssecesee 120 145 
Food Industries ........... 137 165 
i SE es ce eeesneeee *47 51 
Food Processing Preview 48 52 
PE see stniecesienaves *202 *198 
i sédvaeseedbseebecssedes 47 48 
Y” § fae 198 77 
Heating, Piping & Air 

CO Ear 150 157 
Heating & Ventilating 15 88 
Ice Cream Review ........ 101 119 
Industrial & Engineering 

CS kab 06 84-440 .0000 130 126 
Industrial Finishing 

See ED bab bswave sess 78 86 
Industry & Power ........ 126 139 
Inland Primter ...ccccsccss 67 64 
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Machine Design ........... *184 *207 
Machine & Tool Blue Book 

nk WUE? 6 60nns6s 60 06-0 235 278 
ee ee nd ua'h 6 266 $311 
Manufacturers Record ..... *42 *41 
Marine Engineering & 

Shipping Review ........ 1R8 91 
Mass Transportation ...... 25 45 
Materials & Methods ...... 114 134 
Mechanical Engineering ... 95 104 
SORT Ce *96 *94 
Metal Finishing .......... 67 71 
Metal Progress ............ 113 116 
TEES ae 105 114 
Milk Plant Monthly ....... 51 *50 
Mill &@ Factory ...ccscecsce *231 258 
Mining Engineering ...... 26 21 
Modern Machine Shop 

See 2 Me fb nwabeten sss 263 817 
Modern Packaging ........ *120 *139 
Modern Pimeties ...cccsccs *116 *134 
Modern Railroads .......... $91 §61 
National Butter & Cheese 

PE, SabeGnseeunsceceé 46 66 


Pages 
1949 1948 
National Petroleum News 

Se eas deddake 44% 125 125 
National Provisioner (w.) 1126 $166 
National Safety News...... 120 134 
Oil & Gas Journal (w.)..... §$°*676 §**477 
Operating Engineer ....... *53 *54 
Organic Finishing ........ 12 12 
Packaging Parade (94x12). 60 53 
Paper Industry & Paper 

ee. 6 on 5s 6 « 86 100 
Paper Mill News (w.)...... 1§*126 4 §=—6* 125 
Paper Trade Journal (w.) 1185 *163 
Petroleum Engineer ...... §203 182 
Petroleum Processing ...... 74 52 
Petroleum Refiner .......... *154 *148 
tee GE. ccc cenckeecde *164 *167 
Plant Engineering ........ 37 15 
6 ere 49 57 
RES Se *230 *238 
Power Generation ........ 83 90 
Practical Builder .......... 129 109 
Printing Magazine ........ 60 68 
Product Engineering ...... 1*258 *284 
Production Engineering & 

OT, eer 81 75 
Products Are yma 

Oo ES Orr 87 97 
Progressive gy REELS 100 91 
EER a *256 230 
Quick Frozen Foods & The 

NF Pa 110 121 
Railway Age (w.) ........ 1265 223 
Railway Engineering & 

Maintenance ............ 87 90 
Railway Mechanical Engineer 197 100 
Railway Purchases & Stores 124 119 
Railway Signaling ........ 32 33 
Roads & Streets ........... *78 85 
Rock Products ......cccoss *102 *112 
Sewage Works Engineering. . §*29 §*39 
BP) arr 43 52 
Southern Lumber Journal.. *88 *85 
Southern Lumberman ...... 19152 *158 
Southern Power & Industry 84 87 
Sete cg beneeeee #430 *492 
ES ee 12 17 
Telephone Engineer ........ 52 51 
SEY EWP cscs cvewves 1*116 *119 
Textile Industries .......... 159 157 
CC —=EE ee 217 214 
ERA *113 *113 
Tool & Die Journal (5x7'4). 95 120 
Tool Engineer ............ 96 $141 
Traffic World (w.) ........ 18160 §168 
Water & Sewage Works 553 57 
Water Works Engineering 

SD cccacened cous cash? 41 50 
Welding Engineer ........ 54 67 
West Coast Lumberman ... °112 *113 
Western Canner and Packer *49 *59 
Western Construction News *85 *97 
Western Industry .......... *46 *54 
Wood Worker ...........:-. *74 *82 
Woodworking Digest 

SO Saar reer *155 %182 
Joe ae eee *168 *165 
World Petroleum .......... 70 82 

Mn. dese stvanre bus 17,624 18,037 

Trade Group 
Air Conditioning & Refrigera- 

tion News (w.) (11%x16) 170 *92 
American Artisan ........ 125 146 
American Druggist ........ 152 174 
American Lumberman & 

Building Products Mer- 

chandiser (bi-w.) ........ 1151 *132 
Boot & Shoe Recorder 

SOD. ns 2 eked 6.000006 *206 *197 
Building Supply News .... 155 149 
Chain Store Age 

Administration Edition 

Combinations .......... *32 29 

Druggist Editions ........ 117 111 

General Merchandise— 

Variety Store Editions. . 158 143 

Grocery Editions ........ 114 121 
Department Store Economist 83 92 
Domestic Engineering ...... 172 189 
Electrical Dealer .......... 58 61 
Electrical Merchandising 

take ated u @ nes 205 172 
Electrical Wholesaling .... *97 *94 
Farm Equipment Retailing. . 88 90 
Farm Implement News 

CE iene cadedass bees < 1*201 *197 
Fueloil & Oil Heat ........ 76 105 
CONG e BONEE ccccccsvaves 89 100 
ee PO 50 aiwnas bo bce 32 21 
Hardware Age (bi-w.) 1386 423 
Hatchery & Feed .......... 50 56 


THE PENTON PUBLISHING COMPANY 
_-« PENTON BUILDING — CLEVELAND 13, OHIO 


decisions in those plants. 


STEEL because your product story is read by 
100,000 top executives who make the buying 


of metalworking’s 
71 BILLION DOLLAR OUTPUT 
is produced in the plants 
reached by STEEL 


Your advertising dollars are worth more in 


= 
« 


Hosiery & Underwear 
SR Se eae 
Hosiery Industry Weekly... . 
Implement & Tractor (bi-w.) 
Implement Record 
Industrial Distribution 
Interiors ...... 
Jewelers’ Circular-Keystone. 
Leather & Shoes (w.) 
Lingerie Merchandising .... 
Liquor Store & Dispenser 
Motor 
Motor Age 
Se GOED ov csvesesas 
NJ (National Jeweler) 


(5'4x7 3 ) TERETE 
National Bottlers’ Gazette 
National Furniture Review. 


Office Appliances .......... 
Photographic Trade News .. 
Plumbing & Heating 

=e 
Plumbing & Heating 

Journal 
Plumbing & Heating 

, 26S 
Poultry Supply Dealer 
Progressive Grocer 
Sheet Metal 
Southern Automotive Journal 
Southern Hardware ....... 
Sporting Goods Dealer 
ee 
Super Market 

Merchandising .......... 
Variety Merchandiser 
Wood Construction & 

Building Materialist 

Total 


Class Group 
Advertising Age 
(10% x 14) 
American Funeral Director. 
American Hairdresser 
American Restaurant 
Banking (7 x 10-3/16) 
Casket & Sunnyside 

Chain Store Age— 
Fountain Restaurant 
Combinations ......... 
Cleaning & Laundry World. . 
Dental Survey ............ 
Fountain Service .......... 
Hospital Management 
Hotel Management 
Hotel Monthly ............ 
Hotel World-Review (w.) 
| eG ee 
Industrial Marketing ...... 
Journal of the American 
Medical Association (w.).. 
ES ESE ORR 
Medical Economics 
(4% x 6%) Geers esoevees 
Modern Beauty Shop ...... 
Modern Medicine (semi-mo.) 
(4% x 6%) 
Nation’s Schools 
Oral Hygiene 
(4-5/16 x 7-3/16) ........ 
Restaurant Management 
Scholastic Coach .......... 
School Executive—School 
Equipment News 
School Management 
|e) ) See 
What's New in Home 
Economics 


Total 


(w.) 


Export Group 
American Automobile 
(overseas edition) 
American Exporter 
(two editions) .......... 
American Exporter Industrial 
(two editions) .......... 
Automovil Americano 
Caminos y Calles 
Permeeeutied 2... cccccccces 
Hacienda (two editions) 
0 eae 
Ingenieria Internacional 
Comstruccion ....ccscccce 
Ingenieria Internacional 
a ee 
McGraw-Hill Digest 
Oficina Mecanica Moderna 
oo eae 
Petroleo Interamericano 
Pharmacy International .... 
Revista Aerea Latino- 
I ak cs hee civd 
Revista Rotaria ........... 
Spanish Oral Hygiene 
(4-5/16 x 7-8/16) ........ 
Textiles Panamericanos .... 
Total 


§$Includes a special issue. 
*Includes classified advertising. 
|7 x 10 units, sold as pages. 

' Estimated. 
‘Three issues. ~ 
*Four issues. 
*Five issues. 


or repro- 
and have 
Pages 
1949 194 
122 13 
199 10¢ 
1 #226 195 
74 9) 
199 227 
120 10: 
224 28: 
**115 *8/ 
74 8 
46 6: 
196 18/ 
130 14 
150 16. 
196 22 
96 13) 
93 9 
159 15s 
57 84 
86 7s 
81 6: 
87 30 
*29 #9» 
171 17: 
74 8s 
$170 $177 
120 101 
236 263 
59 72 
113 110 
103 103 
— See 
6,527 6,758 
*1175 5223 
67 64 
46 61 
87 94 
55 51 
*49 *52 
25 36 
50 54 
132 111 
44 $64 
71 82 
83 97 
41 4x 
1* 42 *48 
85 104 
*304 *306 
*85 #93 
116 108 
75 99 
139 151 
84 73 
112 120 
64 75 
38 40 
73 61 
24 31 
90 92 
2,256 2,438 
64 101 
219 286 
199 185 
73 117 
25 28 
53 58 
102 118 
15 15 
65 & 
8&9 4 
25 16 
40 74 
60 69 
22 3 
13 f 
10 4 
39 9 
60 | 
1,173 = 1,32 


Sales Research Club Elects 


Gordon C. Davidson, 
of MacLaren Advertis 


manag 'T 
ing Co's 


merchandising department, hs 


been elected president of 


Sales R °- 


search Club of Toronto. Oth rT 


officers elected are: 


Vice-pre: - 


dents, F. G. Brander, MacLea - 


Hunter Publishing Co.; 
G. Irvine, Swift Cana 
Robert J. McMuilen, W. 
Co.; secretary, 


Lundy, Lundy Fence 


treasurer, Clifford W. Hale, Car 


dian Breweries. 


Roderick Jacks ! 


Leona d 
dian C 
E. Boc 


= Ss. 


Co., ad 


Crosley Issues Rate Cards 


Crosley Broadcasting Corp.. C: ! 


cinnati, has issued rate 


television stations WLW-C, C 
lumbus, and WLW-D, Dayton. T 
rates for both stations are iden 


cal. For Class A the ra 


cards 


‘oir s 


te is $2 0 


for one hour and for Class B, $1 9 


for one hour. 
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L. B. Laboratories 
Uses ‘Masked Man’ 
Device in Contest 


Los 'ANGELES—Taking a leaf 
from radio’s “Miss Hush,” L. B. 
Laboratories, maker of L. B. hair 
oil, will run two “Masked Man of 
Mystery” contests in the Pacific 
Coast edition of The American 
Weekly, with the first beginning 
on May 8. 

Each contest will last one month. 
The first begins May 8 and closes 
June 7; the second starts June 26. 
A single, full-page, four-color ad 
in The American Weekly to an- 
nounce the contest will be the 
only publication advertising used. 

The ads will be supplemented by 
an intensive point-of-sale promo- 
tion in drug, specialty and depart- 
ment stores in the 11 western states 
where L. B. has distribution. 

James B. Lester, Smith, Bull & 
McCreery, Hollywood, who con- 
ceived and will conduct the con- 
tests, says the “Miss Hush” tech- 
nique will be employed to achieve 
direct merchandise sales value by 
requiring contestants to send in 
box tops from any one of the four 
L. B. products—L. B. hair oil, 
foaming shampoo, permanent wave 
oil, and Hair-in-Place. 

Contestants are asked to identify 
the L. B. “Masked Man of Mys- 
tery” who is pictured with festures 
blanked out. Clues to his identity 
are supplied in the manner of radio 
contests. First prize in each con- 
test will be a Buick convertible. 
Other prizes, totaling $3,500 in 
value, include a radio-television 
set, household appliances and 
furniture. 


Blatz Advances Two 


Edwin J. Prestwor, assistant city 
sales manager, has been named 
manager of the brewery division 
of Blatz Brewing Co., Milwaukee, 
succeeding the late W. J. Dieman. 
Arthur M. Rowan has been ap- 
pointed to replace Mr. Prestwor 
as assistant city sales manager. Mr. 
Prestwor has been with the com- 
pany for 14 years and Mr. Rowan 
for 18 years. 


Cleworth Publication to Bow 

Cleworth Publishing Co., New 
York, will launch a new monthly 
publication, Industrial Woodwork- 
ing, in September. Advertising 
space will be available in 1/9th, 
2/9ths and 4/9ths (7x10) page 
units, with rates from $98 to $120 
per ninth-page unit. 


SALES RESULTS 
In MINUTES 


89% of the readers of the St. 
Petersburg TIMES, repre- 
senting 93.8% of this market's 
potential buying power, are 
not more than 20 minutes re- 
moved from any store, or out- 
| let, of the national advertiser. 


Here is speed, action, no 
wasted time or distance from 
buyer to point of purchase! 
S. Petersburg is America’s 
n-west 100,000 market and 
e \joys the additional prosper- 
ois benefits of a truly great 
winter resort. 

Consistent advertising in this 
g eat market will definitely 
h lp build your sales. 


). PETERSBURG-FLORDIA 
daily TIME Sunday 


Represented by 


‘heis & Simpson, Inc. 


Nev York © Detroit « Atlanta + Chicago 
Y... Obenaver, Jr., in Jacksonville, Fla. 


FALC OK 


First in Aluminum 


' ALUMINUM COMPANY OF AMERICA 


ALL ALUMINUM—Said to be the world’s largest aluminum sign, this electric 

spectacular, 216’ long and 60’ high, tops the Edgewater, N. J., works of Aluminum 

Co. of America. The 20’ high Alcoa letters contain six rows of red neon tubing, and 

the trademark shield is illuminated in green fluorescent lighting. The entire sign, 

including structural frame and fastenings, is fabricated of aluminum. It was 
constructed by General Outdoor Advertising Co. 


Wander to Bowman & Block 


Ray Wander Jr., formerly with 
Batten, Barton, Durstine & Os- 
born, has been named director of 
television production of Bowman & 
Block, Buffalo agency. 


Emerson Radio Names FC&B 


Emerson Radio & Phonograph 
Corp., New York, has appointed 
Foote, Cone & Belding, New York, 
to handle its advertising. The ac- 
count was previously handled by 


Grady & Wagner Co. and Blaine- 
Thompson Co, New York, the 
latter handling television only. 


BUYS EYES for WISE GUYS! 


Mark'Andy Point-of-Sale Stickers are 
BABY BILLBOARDS that catch the eye 
where they buy. No wetting... they're 
FREE STICKY... they sell anywhere. Printed to 

your order. Millions sold. Write MARK’- 


ANDY, inc., Dept. 000, St. Lovis 22, Mo. 
for details, samples. Do it, today! 


Boe = 3 


AURENCE 


a} 


INC. 


Our Mr. Jamison sums it up... 


Mr. Jamison (always a fine orator) was recently asked to make a 
short speech at a sales convention. Naturally the subject he chose was 


Spot Broadcasting and the function of the station representative in it. 


“Gentlemen,” said Jamison in part, “Spot Broadcasting is the form 
of advertising which should probably interest you the most. For it 
approaches the great American consumer in much the same way 


that you do...on a market-by-market basis, with the object of producing 


local sales. Because of this selectivity, Spot is surely one of the most 


profitable, flexible and economical media ever developed. 


“T must tell you also that the correct use of Spot is a very complex 


proposition ...with hundreds of markets throughout the country and 


thousands of stations that reach them. That is why firms of station 


Weed 


and company 


ever before. 


san francisco . 


representatives are in business. 


” 


Mr. Jamison’s remarks were so well received we thought we'd pass 


them along from one convention to another. 


radio and television 
station representatives 


new york - 


boston . 


atlanta 


chicago . 


“One of the most distinguished of these firms—I might add—is my 
own employer, Weed and Company. Today, through diligence, 
application and expert ability, we are doing more business for all of 


our clients...and helping them make more money... than 


detroit 


. hollywood 


: 
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Austin Heads New 
Farm Circulation 
Managers’ Group 


Cuicaco—Lester F. Austin, cir- 
culation manager of the Nebraska 
Farmer, Lincoln, will serve as first 
president of the newly-formed 
Agricultural Circulation Managers 
Association, set up to improve 
standards of operation among U. S. 
and Canadian farm publications. 

Mr. Austin, along with other of- 
ficers and directors, was named at 
an organizational meeting here 
March 25-26. Association mem- 
bership is open to members of the 
farm division of the Audit Bureau 
of Circulations. The oye egeman 

’s annual meeting, it was an- 
ares. will be held the Tuesday 
before the regular ABC meetings 
spo Watt, publisher of the Poul- 
try Tribune, Mt. Morris, Il., and 
president of the Agricultural Pub- 
lishers Association, reported to the 
35 men attending the two-day ses- 


ED! 


A really practical plan for better 
layouts! 

A sensible approach to copy prob- 
lems! 


'/ A step-by-step course in advertis- 


ing production! 


M/ A down-to-earth slant on art! 


Time-saving short cuts and tricks 
of the trade; money-saving pe 
mistakes to avoid and sound a ; 
vice on every advertising subject! 


RACTICAL 
ADVERTISING 


by HARRY BRIDGE 
842 pages, 6'/2"x9'/4", 
over 300 helptul illus- 
trations, 681 self-test 
review questions, 84 ac- 
tual advertising assign- 
ments. Price $6.50. 

10 DAYS’ FREE TRIAL! 


LS 


IN ONE GIANT BOOK 


Copy 
Specialized Never before has there been 
Industrial a book that explains every 
Copy phase of modern advertising 
Art so completely as in such an 
Humor intensely practical manner as 
ee this one! The author —an 
6 , agency president of long stand- 
reduction ing — put everything into 
Steps PRACTICAL ADVERTIS- 
Media ING he himself would expect 
Selection a person to know who applied 
Radio for an important advertising 
Television position—and plenty more be- 
Program sides. In addition to dealing 
Problems with big national advertising 
Radic Copy efforts, he places particular 
> emphasis on how to handle 
Television every day opportunities in 
Commercials such things as retail and in- 
Outdoor dustrial advertising, mail order, 
Transportation sales letters, —- and other 
sales literature, house organs, 
Guorantece localized radio and television 
Contests programs, dealer helps and a 
Premiums whole host of related subjects. 
arty AN ON-THE-JOB 
a HANDBOOK 
Mail Order ; 
Rendamnshe Here is a book to help you 
“ prepare for a profitable adver- 
Packaging tising career, or to improve 
Research your skill and earning power 
Testing in any branch of advertising. 


For the business operation or 
sales and marketing executive, 
it is invaluable, too, as a key 


Pre-evaluation 
Small Space 


Recognition to how to make advertising pay 
Glossary in your business. Make sure of 
~.. and seeing a copy without obliga- 

hundreds tion; just mail the coupon 


more today. 


10 DAYS’ EXAMINATIC 


Dept. AA-49, Murray Hill Books, Inc. 


- 


etic 


232 Madison Ave., New York 16, N. Y. 
Send me Bridge’s PRACTICAL AD. 

| VERTISING for 10 days’ examination | 

on approval. In 10 days, I will send 
| $6.50 plus few cents postage, or return 
| book postpaid. (Postage paid on cash | 

orders; same return privilege. Books sent | 
| on approval in U. S. only.) 


| Name 

| Address 
| City, Zone, State 
| Occupation 


sion on progress of congressional 
hearings on postal rate increases. 
Ed Nash, executive secretary of 
APA, offered full cooperation to 
the new organization and use of 
APA facilities whenever possible. 


@ Other officers elected at the 
meeting are: Ist vice-president, 
Hugo Schnabel, Wallaces’ Farmer, 
Des Moines; 2nd vice-president, 
William Keyton, Family Herald 
and Weekly Star, Montreal, and 
secretary-treasurer, Jim Rogers, 


Progressive Farmer, Birmingham, 
Ala. Directors include Jim Bailey, 
Farm Journal; Lewis Wood, South- 
ern Agriculturist; Martin De Kon- 
ing, Poultry Tribune; P. J. Hel- 
wig, Pacific Northwest Trio, and 
C. G. Woodside, Farmer’s Advo- 
cate and Home Magazine, Lon- 
don, Ont. 


Budd Places 28-Page Insert 


The March 26 issue of Railway 
Age, published by Siminons- 
Boardman Publishing Corp., Chi- 


cago, carries a 28-page insert of 
the Budd Co., Philadelphia, fea- 
turing the California Zephyr, built 
by Budd. 


Eldon Appoints Hall 


Robert C. Hall, formerly as- 
sistant publisher and vice-presi- 
dent of Phoenix Republic & Ga- 
zette, has been appointed manager 
of the merchandising materials di- 
vision of Eldon Mfg. Co., Los An- 
geles, manufacturer of compres- 
sion and injection molded plastic 
and metal products. 


Advertising Age, April 11, 194: 
R&R Names Quinn, Kashen 


Donald Quinn, formerly wit! 
Lennen & Mitchell, and Walte 
Kashen, previously with Gusso 
Kahn Advertising, New York, hav 
joined Ruthrauff & Ryan, Ne 
York, as time buyer and spac 
buyer, respectively. 


‘Buffalo News’ Ups Righter 

James H. Righter has bee: 
named assistant business manage 
of the Buffalo Evening News. H> 
joined the paper in 1946. 


Bids 


FIRST... 


“You can be sure if it’s Westinghouse,” is a familiar phrase associ- 
ated with Westinghouse Electric Corporation. Westinghouse has 
used the pages of Business Week for 20 years to supplement sales- 
men’s contacts with Management-men ... executives who make 
or influence buying decisions. No other general business or news 
magazine reaches such a high concentration of these all-important 
buyers, 


BW FIRST...FOR 11 CONSECUTIVE YEARS 


Advertisers whose goods or services are sold to business and in- 
dustry know that their advertising dollars “work harder”—produce 
more—when invested in Business Week. And, for 11 straight years, 
Business Week has carried more pages of this advertising than 
any other general business or news magazine. The 1948 score: 


“ . . 
In page volume of business goods and services 


advertising. 


9. FIRST... 


In number of business goods and services ad- 


vertisers. 


3 FIRST... 


o : ‘ : 
In number of exclusive accounts in the busi- 
ness goods and services classifications. 


SE Race 


Business Week is preferred by so many advertisers who sell to 
Business and Industry, because— 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN...WELL INFORMED 
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Australians Ban 
Mention of Brands 
on Giveaway Shows 


Cuicaco—The Australian Fed- 
eration of Commercial Broadcast- 
ing Stations, numbering more than 
100 of the 136 commercial stations 
in the Dominion, has put a crimp 
on giveaway shows, and has also 
banned the use of singing com- 
mercials on spot announcements, 


according to Francis E. Levy, sales 
manager of Station 2UW, Sydney, 
who is currently making a tour of 
the United States. 


ws The giveaway ban, which went 
into effect March 1, does not pro- 
hibit the distribution of prizes on 
radio programs, but does prohibit 
identification of the prizes by 
trade or brand name, he said. A 
“fountain pen” or a “refrigerator” 
or any other award may be given 
to contestants and others, but no 
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product may be identified as to 
make or brand. 

The singing commercial ban ap- 
plies only to announcements; com- 
mercials may be sung on spon- 
sored programs if the sponsor pre- 
fers them that way. 

Mr. Levy has already spent sev- 
eral weeks on the West Coast, vis- 
iting and studying broadcasting 
and television facilities, and will 
spend considerable time in New 
York before returning to the West 
Coast through the southern states. 


- 


Madison Joins Rieser-Ernest 


Roy W. Madison, director cf pub- 
lic relations for the Harnilton 
County Republican Committee 
during the past year, has joined 
Rieser-Ernest Advertising Agency, 
Cincinnati, as senior account exec- 
utive in charge of publicity and 
special promotion accounts. 


WCCO Appoints Paul 

Jim Paul, formerly account ex- 
ecutive of McCann-Erickson, has 
joined the sales staff of WCCO, 
Minneapolis-St. Paul. 
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IS THE BEST WAY 
TO ILLUSTRATE 


ok 


AVE you ever stopped to con- 

sider just what impressions 
your product illustrations make 
upon the advertising readers? Do 
those illustrations give the items 
full visual value? Perhaps you are 
using photographs exclusively, 
when (in some cases at least) 
scratchboard, line or wash draw- 
ings would be much more striking 
and effective. In other cases, the 
situation might be completely 
reversed, 


In addition to fine engraving, we 
are fully staffed to give top quality 
service in photography, art and 
retouching. Long experience en- 
ables us to recommend the best 
type illustrations for products 
involved ... and customers really 
appreciate this complete service. 
We will be glad to help you, too. 
Just write, wire or ‘phone... 
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Scripps League's 
‘Tacoma Times’ 
Victim of Costs 


Tacoma, Wasu.—The Tacoma 
Times, an afternoon daily founded 
in 1903 by the Scripps League of 
Newspapers and operated by it 
continuously since, ended publi- 
cation March 31. Rising costs and 
heavy operating losses were given 
as the reason. 

Suspension of the Times leaves 
only one daily paper in the city, 
the News Tribune, published after- 
noons and Sunday. The Times 
launched .a Sunday edition last 
December. The Times’ afternoon 
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circulation was about 40,000. 

Circulation lists of the paper 
were bought by the News Tribune, 
but the Scripps League has not 
sold its building or printing equip- 
ment. George R. Skaugset, general 
manager, said the company 
planned to develop job printing 
of community or other advertising 
publications for its newspaper 
press. 


a The Scripps League once owned 
a chain of newspapers in Califor- 
nia, Utah and the Pacific North- 
west. Included in the chain was 
the Seattle Star, which suspended 
in August, 1947. The group now 
consists of the Press, Coeur d’- 
Alene, Ida.; Herald, Provo, Utah, 
and Herald-Journal, Logan, Utah; 
and Station KVNI, Coeur d’Alene, 
and KNEW, Spokane. 

E. W. Scripps is chairman of 
the board and his brother, J. G. 
Scripps, is secretary-treasurer. Of- 
fices of Scripps League are at 
Seattle. Burl C. Hagedone, pres- 
ident of the two radio stations and 
manager of the Coeur d’Alene 


Press, was made president of the 
Tacoma Times Publishing Co. in 
November and became publisher a 
fortnight before the end, succeed- 
ing Frank W. Power. 


Ups Butterfat Assessment 

The Washington State Dairy 
Products Commission, Seattle, an 
organization supported by dairy- 
men to promote dairy products, 
has been given legislative authori- 
zation to increase its assessment 
on producers from one-fifth cent 
to one-half cent per pound of but- 
terfat. 

The commission under the old 
ceiling raised a maximum of $122,- 
000 a year. 


To ‘American Exporter’ 

Leslie S. Larson, formerly man- 
ager of the export division of 
Hitchcock Publishing Co., has been 
appointed manager of the Detroit 
office of American Exporter. 


Herman & Sanders Moves 

Herman & Sanders Advertising, 
New York, formerly located at 
15 E. 40th St., has moved its offices 
to 1470 Broadway. 
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is this: 


idea goes on the air. 


vision. 


Teleradio Mans Corner 


What to do about the present slump in ideas and enterprise 
among the advertising agencies? We mean the general in- 
ertia created by the war and covered up by a combination 
of radio-television general confusion and the convenience of 
the outsiders’ program “packages.” 


We won't quite make out a full case in this limited space, 
but your Teleradio Man can at least offer one rediscovery 
of the obvious, which seems to have escaped attention. It 
Under the spur of possible profit, creative people 
are apt to be especially creative. 


Agencies take away from any staff employe with a good 
program his or her entire property interest therein. The pro- 
gram becomes 100% theirs, to do with as they please while 
retaining, also, the right to do as they please with the staff 
employe who doesn’t have guaranteed tenure, much less 
salary or bonus participation. 


Result? Bright guys and bright gals keep their bright pro- 
gram ideas to themselves against the day when they might 
be in the “package” business themselves. 


This can add up to higher costs for the client. The new 
programs which the agency does not create in the shop are 
bought on the outside from free-lance peddlers who add 
anywhere from $500 to $1,500 weekly “bonus” 
selves, not to mention separate items for royalty and super- 
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He may be fired just as his 


for them- 


MAB Finds 17,094 
Products Appeared 


in Magazines in ‘48 


New YorK—In 1948, 17,094 prod- 
ucts and services were advertised 
in national magazines, according 
to the Magazine Advertising Bu- 
reau. This tabulation—made by 
Publishers Information Bureau— 
includes general and farm maga- 
zines, but excludes what the MAB 
calls “Sunday newspaper supple- 
ments.” 

The accounts ranged from a few 
score to millions of dollars; the 
magazines carried a total of 162,- 


132 advertisements, meaning that 
an average of 9144 magazine adver- 
tisements were allocated to each 
account. 

The food and beverage classifi- 
cation accounted for the highest 
billing, with canned and packaged 
fruits ($108,052 average expendi- 
ture) and liquor (with $138,463 
average expenditure) leading the 
classification. 


U.S. Trunk Maps Drive 

U. S. Trunk Co., Fall River, 
Mass., will use half and two-thirds 
pages in Holiday, Mademoiselle 
and Vogue beginning in June for 
its Sophisti-Case, with matching 
luggage. Bo Bernstein & Co., Provi- 
dence, is the agency. 


CATALOGING | 


BEAVERITE PRODUCTS. INC.} 


35 OE WITT STREET, BEAVER FALLS, NEW YorK 


. Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX ti 
- end Paper Cover Stocks; for Looseleat, Plastic ond Wire Bindings 
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-~ § Let Newsworthy 
-— News Out, Mutual 
Insurance Men Told 


BuFFALO, N. Y.—One of the worst 
aults of American business from 

public relations standpoint is 
ts timidity in making available 
for publication all newsworthy 
acts about its activities. 

So declared Walter E. Schneider, 
New York, director of press rela- 
tions and advertising, Institute of 
Life Insurance, at the annual 
spring meeting of the Mutual In- 
4 surance Advertising-Sales Con- 
‘a ference here March 28-29. The 
© conference was attended by more 
f than 100 advertising and sales 
S executives of mutual fire insurance 
and casualty insurance companies. 

“In any business there should 
. be nothing to hide from the pub- 
it lic,” said Mr. Schneider. “Timidity 
about giving facts for publication 
is one big barrier that must be 


al 
ieee 


rer “ -* 


wd hurdled by business leaders if 
e those leaders want to finish any- 
id where up near the front in the 
‘i eyes of the spectators—the Amer- 
- ican public.” 
He said every business has “‘some 

news, some events of human in- 
a terest” buried within its daily op- 
ig that § erations. 
adver- 


Oo each ae T. C. Budington, New York 
market researcher, said small 


lassifi- towns offer a greater insurance 
highest § market. He said both the small 
ckaged @ town and farm markets are im- 
<pendi- portant places in which to sell 
138,463 B® products and the American sys- 
ing the™® tem of free enterprise. 


E. C. Strandine, Albany, north- 
eastern sales manager for Inter- 
national Business Machines Corp., 

River,™ “discussed supervision of sales 
o-thirds™ forces in relation to public at- 


moiselle™® titudes toward insurance. 
une for 

.atching 

“provi. otetson to Launch 


New ‘Skeet’ Hat 


PHILADELPHIA—John B. Stetson 
Co. will introduce its new “Skeet” 
hat in a newspaper campaign 
which will hit all major markets. 
The campaign primarily will be 
an experiment on which to gage 
future plans. 

The “Skeet” is an entirely dif- 
ferent hat which features a draped 
crown with a decorative leather 
button. 

The 1949 Stetson advertising 
program for the spring includes 
seven full-page, full-color ads in 
The Saturday Evening Post, and 
gift certificate ads in Good House- 
keeping. Six Stetson styles will be 
featured, as worn by movie stars. 

In the fall, Stetson also plans to 
launch a campaign in all media to 


If it’s fine detail 


you demand... 
then try 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


promote the Junior Stetson cow- 
boy hat. Included in the fall drive 
are minute movie reels, television 
reels for dealers, and radio records. 

Stetson advertising is placed 
through Kenyon & Eckhardt, New 
York. 


Graphic Arts Group Elects 
Officers; Opens Office 


A. E. Giegengack has been elec- 
ted president of Graphic Aris Ex- 
positions, Inc. Other officers elec- 
ted are: Senior vice-president, 
Fred W. Hoch, Fred W. Hoch & 
Associates, New York; vice-presi- 
dents, Gradie Oakes, Process Color 
Plate Co., Chicago, Carl E. Dun- 
nagan, Inland Press, Chicago, and 
R. Vedrne Mitchell, Harris-Sey- 
bold Co., Cleveland; treasurer, 
Joseph F. Herberger, Hamden, 
Conn., and secretary, S. Frank 


Sikes 


Beatty, Graphic Arts Association 
of Illinois, Chicago. 

The association will open new 
offices May 1 at 105 W. Monroe 
St., Chicago. 


Exhibitors Plan Clinic 


Exhibitors Advisory Council has 
announced plans for its first an- 
nual clinic to discuss wevys in 
which industrial trade shows can 
be improved as sales media and 
the problems that confront ex- 
hibitors. The clinic will be held 
May 26 at the Statler Hotel, New 
York. 


Johansen Appoints Drew 

Roger Drew, formerly on the 
sales staff of Good Housekeeping, 
has been named director of mer- 
chandising and advertising of Jo- 
hansen Bros. Shoe Co., St. Louis, 
effective April 25. 


was in 1849. Men found gold. 


of per family buying power. 


100% merchandising cooperation in an ideal test market 


The News-Sentinel 


Fort Wayne, Indiana 


ALLEN-KLAPP CO. NEW YORK CHICAGO 


JOIN THE 49-ERS 


The “California Gold Rush” 
In 1949 advertisers are 


finding sales in Fort Wayne— 
Indiana's “Golden Zone” 


DETROIT 


Here's How Kansans Read Kansas Farmer 


From cover to cover—editorials—features 
—advertisements—the October 2 issue of 


Kansas Farmer has been examined as Study 
No. 8 in the “Continuing Study of Farm Pub- 
lications.” The compiled results are a basic 
sales and advertising guide to executives 
interested in the reading habits of Kansas 
farm families, and an authenticated confir- 
mation of an 80-year-old editorial program. 


The survey conducted by the Advertising 
Research Foundation under the sponsorship 
of the American Association of Advertising 
Agencies and the Association of National 
Advertisers answers many of the questions 
about what Kansans like to read. It also 
emphasizes what the other seven studies 
have established—that farm papers com- 


mand an extensive, interested, responsive 
audience, 


Every display advertisement and every 
editorial item in one issue of Kansas Farmer 
has its individual readership score. Also es- 
tablished is the size, education and age 
characteristics of Kansas farm families, what 
they do, what they raise, how they live. 


From this study, Kansas Farmer unques- 
tionably delivers rich readership and a 
reader loyalty that means much in gaining 
product acceptance. Write for a complete 
72-page report of this Study No. 8 in the 
Continuing Study of Farm Paper Readership. 


KANSAS FARMER 


912 Kansas Ave. TOPEKA, KANSAS 
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Fyr-Fyter Names Eubanks 


Irvin A. Eubanks, formerly sales 
promotion manager of the Airtemp 
division of Chrysler Corp., has 
been. named advertising manager 
of Fyr-Fyter Co., Dayton, manu- 
facturer of fire extinguishers. He 
succeeds Ray C. Hahn, who is re- 
tiring after 25 years with the com- 
pany. 


Launches Olive Campaign 


Bell Packing Co., Berkeley, Cal., 
packer of Bell’s olives, has 
launched a newspaper campaign 
to tie in with the advertising done 
by the Olive Advisory Board. 
Jewell Advertising Agency, Oak- 
land, has been named to handle 
the campaign. 


‘Lone Ranger’ Will 
Make Video Debut 
in Mid-September 


MINNEAPOLIS—W hat may be- 
come television’s most important 
test this year took shape last week 
as General Mills signed contracts 
with Jack Chertok, Hollywood 
producer, and King-Trendle to 
produce 52 episodes of the “Lone 
Ranger” at a cost of $750,000. 

The popular half-hour show has 
consistently been close to the top 
of A. C. Nielsen Co.’s list of pro- 
grams attracting the highest num- 
ber of homes per dollar, and its 


BRIGGS OUTDOOR 


ADVERTISING COMPANY — 


tia eas 
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ee 


entry into the television field may 
presage similar ventures by such 
shows as General Mills’ Betty 
Crocker. 

Although a number of Holly- 
wood producing companies bid on 
the account, Jack Chertok and 
Apex Film Corp. finally got the 
job for about $15,000 per half-hour 
film story. The show will be tele- 
cast once weekly, thus setting at 
rest rumors that General Mills 
might decide on several shows 
each week. 


ws More than 20 stations in key 
markets already have been signed 
for the program and the company 
plans to place the show in almost 
every video market, rather than 
just the larger population centers 
—and in places where American 
Broadcasting Co. has no affiliate, 
“Lone Ranger” will be available 
on a selective basis. 

Before the end of the three- 
year test period, which General 
Mills believes is essential to prove 


the program both commercially 


* 


and as an audience builder, the 
company believes it will be aired 
in more than 100 markets at its 
new time, 7:30 p.m., EST, Thurs- 
day. 

Cake mixes as well as other 
GM products will be plugged on 
the show, when it makes its TV 
debut in mid-September, with 
Dancer-Fitzgerald-Sample han- 
dling the advertising. George W. 
Trendle of King-Trendle will con- 
tinue to supervise production. 


Ritchie Appoints O’Brien 


O’Brien Advertising Ltd., Van- 
couver, B. C., has been appointed 
to direct the advertising of Purves 
E. Ritchie & Son, distributor of 
concrete mixing machinery, con- 
tractor’s tools, air compressors and 
power saws. 


To Royal & de Guzman 


Royal & de Guzman Advertis- 
ing, New York, has been named 
to direct the advertising and pro- 
motion of Harper’s Magazine, New 
York. 


QUESTION: 


fastest in this buyer's market? 


What class of magazines is gaining reader-buyers 


The screen-romance classification. (See comparative 


newsstand figures for second half of '48 and first 
quarter of '49) 
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. Circulation Gains and Losses, eieaie 


and Half of '48 over 2nd Half of 47. 


Ideal Women’s Group + 16.0% gain 
OTHER WOMEN’S GROUPS 


Women’s Group “‘A” 


NOTE: ALL 4 IDEAL MAGAZINES GAINED. 


field of magazines: 


Ideal... 


HERE'S THE PROOF! 


+ 11.3% gain 


“BY” + 10.3% gain 
“Cc” + 1.1% gain 
— 4.17% loss 
“E” — 9.77% loss 


WILLIAM M. COTTON, Pubtisher 


Ideal Women’s Group 


PERSONAL ROMANCES + INTIMATE ROMANCES + MOVIE LIFE» MOVIE STARS PARADE 


fastest gainer 


in fastest gaining 
‘ 


| IDEAL GAINS FIRST QUARTER 1949 


Gain over ‘48 Bonus Bonus % 
January 292,220 185,000 12.33 
February 214,101 445,065 29.67 
March 322,966 345,189 23.01 
TOTAL 829,287 975,254 


Average °49 monthly circulation bonus 


325,085 — 21.67% 
Total Ideal bonus 


for first quarter — 975,254 
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Elizabeth Arden 
Account Goes 
to London Agency 


New YorK—Elizabeth Arden his 
appointed Colman, Prentis & Var- 
ley Ltd., London agency, to handie 
advertising of her products 
throughout the world—including 
the United States. Advertising in 
this country will be accomplished 
by close liaison between the agen- 
cy’s London headquarters and its 
New York office, headed by L. W. 
Radice. 

Colman, Prentis & Varley was 
established in England about 25 
years ago and has been handling 
Miss Arden’s advertising for the 
past 15 years in England, Austra- 
lia and South Africa. The agency 
has offices in New York, Sydney, 
Johannesburg, Buenos Aires, Paris 
and Switzerland. 

According to an Arden spokes- 
man, Miss Arden’s first adver- 
tising agency was Blaker Adver- 
tising, New York, which began 
placing Arden copy about 30 years 
ago. Last June the association be- 
tween Arden and Blaker was dis- 
continued, and art work and copy 
started originating from the Arden 
office in New York. 


ws At that time Bozell & Jacobs, 
New York, was named to place the 
Arden advertising, which it has 
done until the CP&V appointment. 
All Elizabeth Arden advertising 
will continue to originate from 
the Arden New York office under 
personal supervision of Miss Ar- 
den, a company executive told 
AA. 

Ads which heretofore have been 
created and released by at least 
a dozen different agencies in coun- 
tries throughout the world, will 
now all be created in New York 
and will feature uniform themes, 
the Arden official said. 

Miss Arden spends more than 
$1,000,000 annually advertising her 
cosmetics in the U.S. 


Crosley Appoints Three 


Tom Mason, manager of the cen- 
tral region, has been named man- 
ager of sales promotion of the 
Crosley division of Avco Mfg 
Corp., Cincinnati. Lloyd Dopkins, 
formerly vice-president in charge 
of sales of Majestic Radio & Tele- 
vision Corp., has been appointed 
manager of direct accounts, mak- 
ing his headquarters in New York 
H. E. McCullough has been trans- 
ferred from the field sales organ- 
ization to the Crosley advertising 
department to handle the adver- 
tising and promotion phases of the 
direct account activities. 


Allis-Chalmers Ups Castner 


Paul S. Castner, application en- 
gineer for load center and network 
transformers at Allis-Chalmers 
Pittsburgh Works, has been pro- 
moted to .a new post of assist.nt 
sales manager. 
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WHY WONDER AND woRRY’ 
BURRELLE'S PRESS CLIPPINGS) 
GIVE YOU THE FACTS! 


ALL the clippings about you, 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
and accurate. Write today for 
full information, 


VAR 


PRESS CLIPPING BURE 
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WASHINGTON—For the first time 
in over a year, every city and dis- 
trict reporting to the Federal Re- 
serve Board showed a decline in 
department store sales for the 
week ended March 26, as com- 
pared to the corresponding week 
last year. 

Greatest district loss was the 
24% drop recorded by the Boston 
district. Greatest city loss was that 
of Springfield, Mass., which 
showed sales during the week 36% 


DEPARTMENT STORE 
SALES INDEX _ 


1935.39 EQUALS 100 


Week to Mar. 
Week to Mar. 
Week to Mar. 
Week to Mar. 
Week to Mar. 
Week to Mar. 


’49*p278 
"48*..331 
"47*..283 
’49*..261 
"48*..312 
"47*..286 


pPreliminary. 
*Not adjusted seasonally. 


below the 1948 level. Total de- 
cline for the U. S. was 16%. 

Despite the poor showing on a 
comparative basis, the sales index 
(278) for the week was the high- 
est figure recorded this year, three 
points above the 275 of the sec- 
ond week of January. 

The picture will change im- 
pressively in the report for the 
week of April 2. Sales for 1949 
will be found to be well above 
last year’s level, since Easter last 
year fell on March 24 and this 
year will come April 17. Histor- 
ically, of course, sales drop sharply 
immediately after Easter, picking 
up again for Mother’s Day in May. 

About May 1, 1949 and 1948 
sales figures will be comparable 
with a reasonable degree of va- 
lidity. Sales figures during May 
and June usually follow the same 
pattern, and thus a comparison of 
‘49 and ’48 sales during those 
months should offer best available 
data on the actual state of retail 
business. 


% Change from 1948 
0. Mo. Wk. 


M 
Federal Reserve of of Mar. 
District and City Jan Feb. 26 
UNITED STATES ...... p—5 —I6¢ 
Boston District ............ 4 p 0®© —24 
New Haven ............... —5 0 —8 
/ 8 3 —24 
Springfield _.............. 5 —l —36 
Providence ................. 1 —5 —30 
New York District ...... i —-—5 —I15 
Newark —7 —14 
Buffalo .... Ss —15 
New York —6 —15 
Rochester .. —5 —19 
Syracuse —21 —19 
Philadelphia District. —1 —_— —I13 
Philadelphia _............. 4 —ll —14 
Cleveland District ...... 2 —> —li 
|| —2 —l —12 
ll SE --2 —4 —22 
ee 2 —3 —15 
COURTS « .cccccccccccosoce 8 0 —16 
a 0 —1 --9 
x . —_—eee 9 --2 --9 
Richmond District r—3 —t —I1 
Washington 2 8 6 
Baltimore ...... —3 —4 -—15 
Atlanta District _—3% —t —15 
Birmingham .............. 13 —4 —16 


Phone Chesapeake 3-2500 
E ALBERT KIRCHER CO. 


LEE H. LASHER, VICE PRESIDENT 


I -—12 —3 
Atlanta ... . —4 —3 
New Orleans ............ 3 12 
Nashville .......... 3 —§ 
Chicago District 5 p—6 
Chicago ........ 0 —4 
Indianapolis —-1 0 
7 ee 3 --3 
Milwaukee ...... . —3 --7 
St. Louis District .... —5 1 
Little Rock --2 20 
Louisville --2 —3 
St. Louis .......... —8 --1 
ee 10 7 
Minneapolis District. —9 p—3 
Minneapolis ............... —4 —2 
OO eee —8 —l1 
Duluth-Superior ...... —3 a 
Kansas City District .. r—15 p—1 
Denver ....... . —5 —3 
Wichita ........... —-6 10 
Kansas City —16 —2 
ear —16 —8 
Oklahoma City ........ —25 0 
| PREREERS RE Sree a —15 0 
Dallas District .............. —T ss 
IIE: ieicocssnetintinediontes —10 5 
FEC WORE cccecesccces cies —7 --1 


I nscinisiicnautigicn 2 -—5 —18 
San Antonio .............. —14 —8 —20 
San Francisco District..r—s p—9o —19 
Los Angeles Area. —6 —12 —23 
TE» dealiiiceeenniccnenn —2 —3 —20 
San Francisco ........... 3 —3 —16 
EE hi cartetias —13 —13 —11 
Salt Lake City .......... —15 —13 —18 
a —10 —5 —ll 
r—Revised. 
* Data Not available. 
p—Preliminary. 


Hillman Transfers Berger 


Robert H. Berger, formerly on 
the New York sales staff of Hill- 
man Periodicals, has been trans- 
ferred to the company’s Los An- 
geles office as West Coast ad- 
vertising manager, replacing Hugh 
Day, who has resigned. 


Names House & Leland 


The Pacific International Live- 
stock Exposition, Portland, Ore., 
has named House & Leland, Port- 
land, to handle advertising for the 
er annual show to bé held Oct. 


41 


dS, *counsels in advertising © product publicity « product display + marketing 


Kidhdia a Se. 


announces 


the appointment of 


Mills. pe és : Sre.* 


53 WEST JACKSON BOULEVARD, CHICAGO 


as advertising and publicity counsel 


re you one of the folks who’ve been buying 
Pacific Coast Network coverage on the basis of a plus mar- 
ket that—in reality—doesn’t exist at all? Isn’t it a little like 
paying for the hole in the doughnut... and isn’t it time 
you asked yourself how much that hole is costing you? 


all in an ABC representative who has the WHOLE 
story on Pacific Coast network coverage... because we 
think it’s a darned shame for anyone to pay extra for the 
hole in the doughnut. You'll learn some astonishing 
truths on the complete picture. 


roadcast Measurement Bureau studies—on a 
highly impartial basis— prove that each of the four net- 
works on the Pacific Coast has at least 90% coverage of 
the entire market (ABC has 95%) ... whether it’s little 
Lemoncove in the Sequoias’ shadow, or big Long Beach. 


On the coast you cant get away from 


ABC 


FOR COVERAGE... ABC’s booming Pacific network 
delivers 227,500 watts of power—53,500 more than the 
second-place network. This power spells coverage — 
ABC reaches 95.4% of all Pacific Coast radio families in 
counties where BMB penetration is 50% or better. And 
ABC’s Coast Hooper for 1948's first 11 months is up 
10% or more both day and night. 


FOR COST...a half hour on ABC’s full 21-station Pacific 
network costs only $1,275. Yet you can buy as few as 5 
stations for testing or concentration. And ABC is fa- 
mous for the kind of audience-building promotion that 
helps slice the cost-per-listener. — 


Whether you’re on a coast network 
or intend to be—talk to ABC 


ABC PACIFIC NETWORK 


NEW YORK: 30 Rockefeller Plaza - CIrcle 7-5700 
DETROIT: 1700 Stroh Building - CHerry 8321 
CHICAGO: 20 North Wacker Drive - DElaware 1900 
LOS ANGELES: 6363 Sunset Boulevard - HUdson 2-3141 
SAN FRANCISCO: 155 Montgomery Street - EX brook 2-6544 
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The president of Benton & 
Bowles, who last week was elected 
chairman of the board of Amer- 
| jean Association of Advertising 
Agencies, has made a living at one 
time or another 


You Ought toKnow. . . 


Clarence B. Goshorn 


for example, he is chairman of the 
publishers and advertisers divi- 
sion-of the Red Cross campaign for 
Greater New York. At other times 
you'll find him stirring up interest 
in and funds for the Girl Scouts 


or the Metropolitan Museum of 
Art. 

But he takes it all in a long easy 
stride. He gets a full night’s rest 
in his New York apartment, and 
weekends (when not in Holly- 
wood or on his annual trip to 
Central America) find him at 
home, gardening or reading, in the 
house in Malvern, Pa., on the Main 
Line 12 miles west of Philadel- 
phia. The house was built in 1703. 
During the Revolution it served as 
headquarters for General “Mad 
Anthony” Wayne. 


from teaching, 

writing and sell- 

ing. In addition 

; to managing a 

' $36,000,000-a- 

year agency of 

553 people, he 

continues to do 

all of these and 

some other things 

—from collect- 

ing early maps 

| which show Cal- 

: ifornia as an island to sharing with 

his wife active interest in plant 

ecology, Chinese porcelains, and 
Guatemala. 

' And regularly he finds time to 

work also on “causes.” Currently, 


Clarence Goshorn 


s In a brief news release about 
Clarence B. Goshorn last week, the 
Four A’s noted that he was born 


in Saugatuck, Mich., graduated 
from University of Michigan, 
where he taught history and rhet- 
oric, and served in World War I 
as a lieutenant instructor in bomb- 
img and bayonet tactics. 

Then for a dozen years he was 
with Curtis Publishing Co., in 
Philadelphia, becoming subscrip- 
tion agency division manager. 
With Erwin, Wasey & Co., New 
York, from 1929 to 1935, he was 
account executive on Koppers 
coke, Macfadden Publications and 
Procter & Gamble. He also wrote 
plans for General Foods products 
and helped on new business. 

Goshorn was one of the group 
headed by Arthur Kudner when 
the latter left Erwin, Wasey to 
form Kudner Agency. He aided 
that agency in getting and develop- 
ing the Association of American 
Railroads account, and also worked 
on U. S. Tobacco, Quaker Oats, 
Anchor Steamship Line and Kop- 
pers. In 1937, he joined B&B as 
vice-president and account execu- 
tive on Best Foods. Five years 
later “he was elected president of 


cent new home. 


e WRNL Is a — GROWING : 
dtetlen centered in this rich 
Richmond, Virginia, marketing | 
orea. For over ten years if hos 
served its listeners with the top- 
most local ond network enter-— 
tainment. Aad, WRNL has served © 
: odvertisers with the market 

™ from which they could gain the | 
2 sae fall effectiveness of their radio 

: ; advertising budget. Is YOUR 
product on WRNL? | : 


P. S. Be sure to visit us on your next 
trip south. 


Represented by 
EDWARD PETRY & dase Inc. 


+ ona ge ae AES hd ae 5 OS ioe tad Sf asin ‘et 
ei ty FS ce yan hal aad Se 54 eae SS ‘ 


Yes! After many long months 
our great "RADIO CENTER" 
of the South is open and in 
operation. 


E just can't help singing! The contractors are 
through and we're all settled in our magnifi- 
It's a dream come true . 
dream of modern architectural design and radio 
engineering. Functional, as well as beautiful, 
encompasses all that is the very last word in tech- 
nical equipment and construction, planned for the 
highest quality of broadcasting. 


Everything, from WRNL'S new 250-seat theater, 
to its staff of competent, trained personnel has 
been planned to give both listener and advertiser 
the finest in quality of broadcast, plus simultaneous 
programming on WRNL-FM. Thus WRNL dedi- 
cates its continued efforts and modern facilities to 
better serve a greater Richmond. 


. . 


this agency. 


@ As vice-chairman of the Four 
A’s for the past year he was in 
charge of its “area of ethics.” A 
highlight of last week’s annual 
meeting at White Sulphur Springs, 
W. Va., was his talk on “Good 
Ways Not to Get New Business.” 
It was a long talk, amply il- 
lustrated by current examples, and 
Clarence Goshorn did not employ 
a ghost to write it. 

At B&B he divides top responsi- 
bilities with Atherton W. Hobler, 
chairman. They both share “poli- 
cies” and administration; both 
work on accounts and help other 
people on their problems. Hobe is 
more active today, for example, on 
P&G, and Goshorn on General 
Foods and Best Foods. However, 
the operation is flexible. William 
R. (Bill) Baker, executive vice- 
president, supervises all General 
Foods’ accounts and Goshorn is 
account executive on Maxwell 
House coffee in this group. The 
more debonair Hobler and Baker 
and the slightly mussed Goshorn 
seem to jibe. 

The Goshorn office is never 
closed. He writes, as he _ says, 
“sentence by sentence.’”’ After an 
interruption he can pick up the 
thought immediately and go on. 
When a conference is held in his 
office, his secretary listens in from 
her adjoining office, summarizes 
it for him and makes notes of 
engagements. 


ws On that neurotic street called 
Madison Ave., Clarence Goshorn 
is strangely healthy and relaxed. 
Except for examinations, he recalls 
going to a doctor only once in his 
life. His blood pressure is low and 
his color pink. The unruly grey 
hair, bow tie, and the absence of a 
hat give him a somewhat collegiate 
air. This is strengthened as you 
talk with him by the breadth of 
his interests. 

An associate boasted of his I. Q. 
In one Army test, 30 years ago, he 
recalls, Goshorn got 208, out of a 
possible 212. 

Clarence liked teaching. If there 
had been any money in it, he might 
be a college president by now. And 
the powers at Ann Arbor liked 
him. While in the Army (where, he 
says, he became the “ranking se- 
cond lieutenant”) he was on leave 
from the university for two years. 
When he finally left, te join Cur- 
tis, he was told, “Remember, the 
light is always in the window.” 

The Curtis job combined both 
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writing and selling. He becam : 
sales manager of the entire sul - 
scription operation, involving mi - 
lions of buyers of Country Gentl. - 
man, Ladies’ Home Journal ar } 
The Saturday Evening Post. fe 
directed 100 subscription agenci« 

He had to write and supervise t! e 
writing of effective letters and ac 


a Goshorn recalls with relish th.t 
he was fired by Post Editor Geor; e 
Horace Lorimer. When negotia - 
ing with Arthur Kudner, then 
president of Erwin, Wasey & Cu. 
he recited this fact, whereupon 
Kudner asked him how expensi\e 
he was and he went to work for 
Erwin, Wasey. 

In a sense, Clarence after 20 
years has never left Philadelphia 
He is still a resident of Pennsy!- 
vania. One of his sons, Robert, is 
now head of research on Country 
Gentleman, and Clarence is con- 
vinced that Robert’s son, age four, 
ultimately will wind up with Cur- 
tis. The Clarence Goshorns’ othe: 
son, William, is a metallurgist. For 
five recent years he worked in 
steel mills in Mexico, but he’s back 
in the U.S. now. 

Also a Michigan graduate, Mrs 
Clarence Goshorn is a busy horti- 
culturist and lecturer. She is au- 
thor of “Do You Know Your Gar- 
den?” published a few years ago, 
and of the forthcoming “Plant 
Ecology.” She lectures on garden- 
ing and Guatemala. 

To limit the range of his col- 
lecting interests, Clarence decided 
to concentrate on maps of Cali- 
fornia as an island. It seems there 
are quite a number of them, mostly 
done by Spanish explorers in the 
late 17th and early 18th centuries. 

He is a minor authority on 
Shakespeare, and an _ occasional! 
participant in poker but not golf. 


mw At 444 Madison Ave. he may be 
more interested at the moment in 
television than some other phases 
of the business because it is chang- 
ing and developing so rapidly. He 
sees a lot of copy, but he says, “! 
never change copy unless I can 
first persuade the writer that my) 
suggestions are improvements.” His 
weekdays usually are about ten 
hours long. He likes to stay a while 
in the evening to clear his desk 
William B. Benton and Cheste! 
Bowles left Batten, Barton, Dur- 
stine & Osborn in July, 1929, to 
start Benton & Bowles as a part- 
nership. In the first three depres- 
sion years annual billings were less 


than $1,000,000. Then Hobler joined 


3 erent 


‘specifications fivectly to product, 


FOR PRODUCT ADVERTISING © 


Put sales messages directly on product fr satsling ~~ 
oon ‘at point-of-sale. Apply te finest surface. 


FOR PRODUCT INSTRUCTIONS 


p* 


Apply diagrams and instructions on product for 
tomer. . 90 lah Inetoetions doting necemtly. 


_— SIZE— ANY COLOR—ANY  sestunds ‘teats 


i Write for Free Somples — 


-MYSTIK ADHESIVE PRODUCTS wi 


2639 N. Kildare ° 


Mystik Trade Mark Registered 


Chicage 39, Iilincis 


* Offices in Principal Cities 
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e ) and B&B became a ccrpora- 
or. Its principal accounts were 
te, eral Foods and Best Foods. 
to| ler had handled General Foods 
t .rwin, Wasey. 

For 17 years the bulk of GF ad- 
ising has been divided n:ore or 
pss evenly, depending on activity 

iidividual accounts at a partic- 
lar time, between B&B and Young 

Ribicam. Foote, Cone & Belding 
ecently became a third, but is 
ili a minor factor in the GF set- 


i* Clarence Francis, chairman 
f GF, once emphasized, this 
rporation’s agencies are re- 
arded as part of its “family.” The 
lationship is close and presum- 
bly abiding. Both B&B and Y&R 
nke a lot of the load off GF’s 
noulders. They do, for example, a 
ot of research and product-intro- 
uction work. 

Frequently, B&B’s GF products 
re promoted in Y&R’s GF shows 
nd campaigns—and vice versa. 
he result is that, in addition to 
F still ranking first among all 
6B accounts, Y&R now ranks fifth 
s a B&B “client!” 

For some years neither Bill 
Benton nor Chet Bowles have been 
ctive in the agency, which is now 
wned by 50 active members of 
he firm. Unlike the original part- 
bers, Clarence Goshorn does not 
mtend to retire to education or 
bolitics. He would like to write— 
istory, biography, anthropology 
but probably he is more stim- 
lated by the present-day prob- 
ms of advertising. 


He is pleased with the widening 
cope and deepening penetration of 
our A’s activities. As chairman he 
opes to do more than ever to 
vake them effective. Specifically, 
‘ith the return of hard-fought 
ompetition, he is concerned with 
a suspicious trickle of little 
hings” not altogether ethical “that 
nay presage the historic cry: 
Run, run, my God, for the dam 
as burst.’ ”’ 

He regards the agencies’ dam 
s the Standards of Practice and 
Jualifications for Membership of 
e Four A’s. And he believes 
nere are enough collective char- 
cter and intelligence among Four 
\’s members to keep the trickle 
om becoming a torrent. 


tarts Minute-Rice Drive 


General Foods is introducing its 
linute-Rice in western markets 
‘ith an extensive newspaper and 
idio spot campaign, using the 
eme “It’s Magic.” The pre-cooked 
nd dehydrated rice was introduced 
) home economists and radio and 
ewspaper food editors at a series 

meetings in Salt Lake City, 
attle, Portland, San Francisco 
d Los Angeles, prior to consumer 
ivertising which broke at the 
d of March. Young & Rubicam 
the agency. 


ongo Joins F&S&R 


Anthony Longo, formeriy lay- 
ut artist for Noma Electric Corp., 
ew York, has joined the Cleve- 
ind office of Fuller & Smith & 
Oss as an art director. 


15 MILLION 
EGROES 


UST EAT AND DRINK 


id they have 10 billion dollars to 
enc! If you have food, drinks, cos- 
tics, liquor or any other products 
Pse |, the best way to reach the Ne- 
foi through the Negro papers and 
“ge ines he reads with interest and 
infi lence. Advertising in these pa- 
says big dividends, for the Amer- 
Yegro is the most loyal customer 
th: world. For full information of 
great market, write today to 
tate United Newspapers, Inc., 545 

h Ave., N. Y., serving America’s 
ci.g advertisers for over a decade. 
07 E: We now have facts complied by the 
Research Co. of America on brand 
*onces of Negroes from coast to coast, 


Change Your Records 

ADVERTISING AGE’s New 
York office is now located 
at 11 E. 47th St., and the, 
telephone number is MU 8- 
0073. Please change your 
records. 


or y study of Its kind ever made, Write now 
ths free Information, 


Name Sidley and Ferguson 


Morton Sidley has been named 
vice-president and director of sales 
of Stations KXOA, Sacramento, 
KVOB, Stockton, and KXOC, 
Chico, Cal. Herbert Ferguson has 
been appointed vice-president and 
manager of the three stations. 


Joins ‘Popular Mechanics’ 


Arthur R. Stahman, former ad- 
vertising manager of Book Mer- 
chandising, has joined the foreign 
edition advertising staff of Popular 
Mechanics in New York. 


Appoints Boyd V. P. 


J. Clement Boyd has been ap- 
pointed vice-president in charge 
of merchandising research for 
Cowan & Dengler, New York. Mr. 
Boyd has been in the advertising 
field since 1919, when he was as- 
sociated with Frank Presbrey. 
Later he headed his own agency. 
Prior to the war, he was in charge 
of the Bristol-Myers account for 


the Ronalds Agency Ltd., Montreal. 


Simpson-Reilly Resigns 3 

Simpson-Reilly Ltd., publishers 
representative of Los Angeles, San 
Francisco and Seattle, has re- 
signed the accounts of Atlantic 
Monthly, American Family and 
Photo Industry. 


Bothwell Names Nourse 


Robert L. Nourse Jr. has been 
aamed Pacific Coast manager of W. 
Earl Bothwell, Inc. He wes pre- 
viously with Roy S. Durstine, Inc., 
Los Angeles, in the same capacity. 


KSDN 


1000 Watts Day and Night 930 Kilocycles 
Aberdeen, South Dakota 


announces its affiliation with the 


MUTUAL BROADCASTING SYSTEM 


Effective April 1 


NOTE; On that date KABR left the air leaving KSDN alone 
in the radio field in Aberdeen, South Dakota’s second 
largest city. Aberdeen’s primary and secondary mar- 
ket embracing 208,578 persons is effectively covered 
by KSDN, Mutual’s Giant of the Dakotas. 


NRTA: 


Aleut 
patron 


“1 work with paper all the time. 


(” 


This improved Hammermill Bond 
makes my job so much easier.”’ 


“Yes, Mr. Ross, our letters do look a lot better lately— 
and it’s because of this improved Hammermill Bond that 
we use now. Any typing we do on its clear, smooth-white, 
glare-free surface always stands out with new clearness and 
sharpness.” 

Your typists also will turn out better, cleaner finished work 
on improved Hammermill Bond. And this paper has the 
sturdiness to keep its snap in the mail, and stand up—for 
years—in the files. It takes quick, clean erasures, too. 


Send for samples of improved Hammermill Bond 


The coupon below will bring you 
samples of improved Hammermill 
Bond in white and fourteen pleasing, 
easily identified colors. We'll include, 
if you wish, a copy of ‘Your Next 
Letterhead,’’ the Hammermill idea- 
book, which you'll find useful in 
improving or redesigning your 
present letterhead. 


Hammermill Paper Company, 
1459 East Lake Road, Erie, Pa. 


Please send me—FREE—a sample of Hammermill Bond. (Check if 


you'd like a copy of () “‘Your Next Letterhead” and sample books 
of (| Hammermill Mimeo-Bond () Hammermill Duplicator.) 


Name 


Position. 


AA-4-11 


(Please attach to, or write on, your business letterhead) 
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Results? 


He heard from the 
TOP BRASS, themselves! 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 


He says: 
ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 


He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


“I can’t recommend 


No. 3282. Cake Roll 


Mixes Survey. 

Grocer-Graphic has issued this 
report on the merchandising poli- 
cies, display, brand distribution 
and sales of cake mixes and hot 
roll mixes in 100 stores in the 
New York metropolitan area. The 
survey was made in representative 
stores, including ten chain stores, 
in Manhattan, Bronx, Queens, 
Brooklyn, Westchester, Long Is- 
land and New Jersey. 


and Hot 


No. 3283. Versatility Gives Set- 


Ups Added Sales. 


Starting with the basic construc- 
tion of set-up boxes, and dia- 
gramming many variations to 
show the versatility and sales fea- 
tures of set-ups, this booklet, is- 
sued by the National Paper Box 
Manufacturers Association, con- 
tains illustrations of a couple of 
hundred prize-winning boxes in a 
section on packaging for consumer 
goods. The last section of the 
booklet contains an analysis of 
design, use of color and printing. 


No. 3284. How Your Product and 
Your Company Rate With Am- 
erican Youth. 


Young Catholic Messenger has 
published this report of a cross- 
country survey of its boy and girl 
readers, showing ownership and 
brand preference of sports equip- 
ment and family ownership of 
automobiles and brand preference 
and use of a lengthy list of various 
products. Under general informa- 
tion, the report covers readership, 
after-school and vacation earnings, 
travel preferences, and a list of 
the magazine’s 1948-1949 advertis- 
ers. 


No. 3285. Survey of Newspapers 
Carrying Book Advertising. 


Artwill Co., New York agency, 
has published this state-by-state 
report on newspapers that carry 
book advertising in cities of more 


Information for Advertisers 


than 50,000 population. The table 
lists book sections, pages, reviews, 
special book sections, mail order 
and advertising rates. 


No. 3286. Circulation Analysis. 


This analysis of distribution of 
subscribers by post offices in Wis- 
consin has been published by Wis- 
consin Agriculturist & Farmer, 
making it possible to show dealers 
the number of subscribers to the 
publication within trading dis- 
tance of their stores. The figures 
are listed by county and include 
the number of farms, total circula- 
tion figure and number of sub- 
scribers for each post office in the 
county. 


No. 3235. Test Town, U. S. A. 

This is the newest edition of the 
South Bend Tribune’s “Test Town” 
data book, containing the latest 
figures on population, income and 
buying power, retail sales, news- 
paper and magazine circulation, 
employment and distribution. It 
poi.ts out why South Bend is rec- 
ognized as a reliable test market 
and describes the paper’s split 
runs for copy testing. 


No. 3274. Breakfast Food Survey. 


This report of a survey among 
Iowa farm subscribers, published 
by Wallaces’ Farmer & Iowa 
Homestead, covers use of break- 
fast foods; family preference 
(ready-to-eat or cooked); brand 
preference; quantity purchased 
monthly; size of family, and dis- 
tance traveled to make grocery 
purchases. 


No. 3224. 15 Years of Public Ser- 
vice. 


Celebrating its 15th anniversary, 
U. S. News & World Report has 
issued this handsome brochure to 
mark the event. It outlines the 
publishing theme and _ editorial 
policy, and makes a pledge for the 


future. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted) 


POrrrrrerrrrrtt irr rrrttir ttt a) 


oO 
° 
= 
vw 
b 
Zz 
~< 


> 
+] 
] 
» 
m 
4) 
7) 


fee 


line, minimum charge $3. 


and spaces 


Thursdoy noon, 11 doys preceding py 
cord rate of $10 per column inch. Regu- 


ler card discounts on multiple insertions ond 


Cash with order. Figure bold face heads 


space over 5 inches apply on display 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


POSITIONS WANTED 


Space Salesman Available. Sales lost year 
$50,000, college graduate - aggressive for 
new business. Widely known in Chicago 
territory. 

Box 2402, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MAIL ADVERTISING MANAGER 


Must be experienced in merchandising; 
coordinating advertising and sales efforts. 
Capable of managing small growing adver- 
tising office of specialty firm. Salary 
open. 

Box 2392, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Advtg Asst-Indust’l Exp 
Sales Promotion-Textiles ... 
Public Relations Mgr 

Layout Artists 

SHAY AGENCIES 

30 W. Washington Chicago 2, Il. 


CAN YOU WRITE—SELL? 

Can you write good editorial copy and sell 
advertising? If so, we have several ex- 
clusive territories open for leading South- 
ern Business Papers. Must have car and 
be willing to travel. Good pay for right 
man. Write: 

Box 2381, ADVERTISING AGE 

400 E. Ohio St., Chicago 11, Ill. 

ADVERTISING & PUBLISHING 

ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 17-2063, Chicago 

SOUTHERNERS PLEASE NOTE 
If you have had considerable business 
paper experience, know how to write, edit, 
paste-up, dummy, handle complete maga- 
zine to printer and have the “know-how” 
to sell an ad or two when called on to do 
so—then you are our man. Position open— 
Associate Editorship on leading business 
paper in the South. Write: 

Box 2382, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 
Working Art Director seeks position either 
on a free lance basis or steady work. 
Make comprehensive layouts and finish 
art, etc. 
Box 2390, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


NOT SEEKING “BED OF ROSES” 
Creative Art Director (layout & design) 
offers 4-A agency experience on Nat'l 
accounts for new horizons with “wide- 
awake” future. 

Box 2391, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

ILLUSTRATOR, ART DIRECTOR 
15 years advertising & story i)lustra- 
tion top accounts in all media. Also art 
direction, layout & contact. Can furnish 
best references of character & proof of 
ability to agency or studio willing to 
pay for results. Will re-locate for per- 
manent position. 

Box 2393, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING OR SALES—N. U. grad- 
uate, B.S. degree, majored in advertising 
and marketing, seeks connection with Chi- 
cago manufacturer, agency, publisher, or 
station representative, offering oppor- 
tunity to learn and advance. Limited bus- 
iness experience. Age 22, single, good 
personality and appearance. 

Box 2394, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


DO YOU NEED TOP-LEVEL 
TEXTILE INDUSTRY CONTACTS? 


They are available to you through a part- 

time or consulting arrangement with me. 
Box 2405, ADVERTISING AGE 

1l E. 47th St., New York 17, N. Y. 


Ad-Man, now employed at $6000. Expert 
in copy and layout for direct mail, cata- 
logue, house organ. 

Box 2403, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN, publication experi- 
ence, go-getter for new business. College 
grad., age 25. Chgo area preferred. 
Box 2404, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


FOR SALE 


ATTENTION DIRECT MAIL USERS! 
One complete Ellictt Addressing System, 
excellent condition, including: G-EW 
Addresser 4283, 44-position mercury se- 
lecter, automatic envelope stop, (11,750) 
4x442 cards, (19) cabinets without legs, 
(2) cabinets with legs, (323) trays, (1) 
L. C. Smith combination Elliott Stencil 
Machine, (2) hole punch selectors. 

This is a complete system ready to set 
up and use; everything you need for an 
automatic selective mailing. Today’s mar- 
ket price on this equipment is $3,229.55. 
— will sacrifice it at a ridiculously low 
price. 

Box 2396, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, III. 


MISCELLANEOUS 
Let us solve your display problems. 18 
yrs. experience in designing eye-catching 
counter displays and packaging for wide 
variety of products. Complete art service. 
A _Argyle Wampler, Spencer, Indiana. 


This Seasoned Advertising . 
Man Available 


This man has clearly demonstrated his 
ability in advertising and sales promotion. 
He is both an organizer and a planner with 
layout and production know how. 

He has a solid background as a creative 

writer. He knows advertising both from the 
advertiser and agency point of view; he has 
served both successfully. 
_ At present, he is doing a successful national 
job with a manufacturer but needs a change 
where opportunity is greater and his abilities 
can be more fully utilized. 

Twenty years in advertising qualify him ex- 
tensively in both consumer and industrial lines 
with emphasis on appliances. Experienced in 
publicity. 

$8,000 to $10,000 will take him. 


Box 7320, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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Survey of Profits 
Shows Rise of 22% 


New YorK—Tabulation of 1 43 
earnings figures released last w: ek 
by the National City Bank h ‘re 
shows that 3,262 corporations in 
all lines of business had a con- 
bined net income after taxes of 
about $11.7 billion last year, co n- 
pared with $9.5 billion in 1947, an 
increase of 22%. 

Nevertheless, lower earnings 
were shown by 37% of all ¢e- 
porting companies. Average re- 
turn on net assets rose from 12.3% 
to 14% for 1948. 


Dell Names Clark A. M. 


Harold Clark, former advertising 
manager of Today’s Woman, New 
York, has been appointed to the 
newly created position of adver- 
tising manager of the Dell Moder 
Group, New York. : 


Greenfield Appointed A. M. 
Albert Greenfield, formerly di 
rector of package design for Schen 
ley Distillers Corp., New York 
has been appointed advertising 
manager of American Furniturd 
Co., El Paso, Tex. 


Walter Lowen 
PLACEMENT AGENCY 
* 

Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 
Executives * Copy « Art « Office 
Public Relations 
Please write briefly outlining your spe- 
cific experience or personnel " 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 

MU 9-2630 


WANTED 


Another trade magazine wanted. We sel! | 
advertising space in the Middie West for 


select few of the best magazines in th 
respective trade fields. 
Intelligent selling that has produced |e 


schedules, and later repeat orders, has b 
responsible for our success. 


We operate on a commission basis and are 

terested only in established publications. 
Box 7322, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ASSISTANT ADVERTISING MANAGER 
Here is a man who will assume responsi- 
bility; come thru with effective ideas, 
copy and roughs; who knows production; 
and who is capable of taking a sizable 
load off the shoulders of a busy ad 
manager. Chicago area. 32, married, 2 
children, college degree, veteran. 

Box 2395, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Mo. Univ. Ad Major wants position with 
dept. store or specialty shop in mid-west. 
Training includes retail ad copy & layout, 
marketing, retailing, and one semester ad 
sales for small city daily. Veteran, 23, 
married. Available after June graduation. 

Box 2397, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING-PROMOTION MANAGER 
Experienced in layout, copy, salesmen’s 
aids, catalogues, circulars, direct mail. 
Capable of planning complete campaigns. 
Wants position with challenge and op- 
portunity to grow. Will locate any- 
where. For complete resume write: 

Box 2398, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Aggressive Salesman, 15 years hard sales 
exp. Desires position selling Magazine 
Advertising. Intelligent-Personable-Knack 
of getting business. Age 39, married. 

Box 2399, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
YOUNG COPYWRITER WITH A WHALE 
sized ambition seeks opportunity to match! 
Prefer agency or manufacturer of consum- 
er goods. College graduate with two years’ 
experience—25, married. Write today to— 

Box 2401, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Available April 15, married man 38 years 
old. 20 years all branches production and 
purchasing graphic arts. Qualified for 
agency or manufacturer’s adv. production 
or supervision printing or plate rmanufac- 
turing plant. Will travel. 

Box 2406, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MARKET RESEARCH DIRECTOR 

I can get the market data your 

sales dept can turn into profit 
Employed, but in a number 2 job I have 
outgrown. PH D with the technical compe- 
tence implied, without the academic nega- 
tivism which sometimes goes with it. 
Over 15 years of broad research experience 
and a record of adjusting quickly and 
delivering early. Proven ability in crea- 
tive analysis and plain English highlight- 
ing of the essential facts. Demonstrated 
aptitude for squeezing every penny of re- 
sult from each research dollar. 

Salary must be commeasurate with re- 
sponsibility, but starting salary of less in- 
terest than the job that needs doing—the 
tougher the better. 


Box 2400, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ELEVEN YEARS 


FOR SALE 


FOOD ADVERTISING EXPERIENCE 


The agency or advertiser who hires me will be one whose reputation I kno 
and respect. They’ll be in need of an account executive on a national foc 
account, or a man to head up merchandising and advertising of grocemming ad 
products. In such a job, I can bring eleven years of successful experien@peing « 
in managing seven figure national appropriations in the grocery field. 
have been six years with my present firm. As Director of Advertising, Salq 
Promotion and Public Relations, I work with three of Chicago’s top-‘ligiffbusines 


MAJOR-LEAGUE 


in solving knotty problems. Heavily armed 
with "know-how" tools. Catch this unus- 
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Define Objectives 
First, Industry Is 
rged by Consultant 


os ANGELES—Advertising can- 
moi achieve its maximum effec- 
iveness because, even among suc- 
essful companies, an amazing 

umber do not define their busi- 
mess Objectives clearly, William 

. Eldridge, of Booz, Allen & Ham- 
hlton, Management engineering 
firm, told the Advertising Club 
of Los Angeles. 

Mr. Eldridge cited case histories 

f companies, 90% of which were 
‘successful,” to show where his 

rganization found corrective mea- 
sures necessary within the respec- 
ive advertising departments. 

One of the most frequently re- 
urring trouble spots, he said, is 
he ad department without actual 
authority to do the things for 
vhich it is responsible. The only 
solution here is to set up a clearly 
efined division of responsibilities, 
vith commensurate authority. This 
includes definition of individual 
responsibility of all staff members. 


s Often, he said, companies fail 
o recognize the interdependence 
f field selling, sales promotion 
and advertising. Proper timing 
must be emphasized so these ele- 
ments can be coordinated to turn 
demand into sales. 

Market surveys are frequently 
essential so that decisions can be 
based on fact, Mr. Eldridge said, 
and experience proves that the 
result is often an expanded ad 
budget and increased recognition 
of the importance of advertising 
in the eyes of management. 

Another problem is the manage- 
ment suspicion that an advertising 
director is trying to increase his 
own importance when he requests 
an increased budget or additional 
personnel. In this case, he said, an 
outside, unbiased viewpoint often 
supports the ad director by point- 
ing out that changes in markets, 
products and competitive condi- 
tions make such requests entirely 
warranted. 


s Friendship with top manage- 
nent, superficial selection and 
strong personal build-ups can re- 
sult in employment of inadequate 
or unsuitable executives for ad- 
ertising and sales positions, the 
company has found. Executives 
should be employed without re- 
ard for personal friendships, so- 
‘ia! contacts or other influences 
affecting proper judgment, he said. 
The standard bugaboo of reduc- 
ing ad budgets when expenses are 
being cut is a familiar situation, 
Ir. Eldridge declared. This is the 
easy way out for management, 
which should realize that every 
business offers many other ways 
f reducing costs without impair- 
ng sales effectiveness. The diffi- 
ult factor, however, is that often 
he intangible effects of advertis- 
ing cannot easily be defended in 
such situations. 


Stewery Appoints Yardis; 
ie'ding Added to Staff 


The Diamond State Brewery, 
Inc. Wilmington, Del., has ap- 
polr ted Yardis Advertising Agency, 
Phi adelphia, to handle its adver- 
ist g on Diamond State beer and 
hioockle premium beer. News- 
Pap rs, radio and outdoor adver- 
‘sitg is being used in Delaware’s 
argsst local ad campaign this 
ea 

Fed P. Fielding, formerly radio 
lire ‘tor of N. W. Ayer & Son, has 
~ ‘d Yardis as an account exec- 
iv>, 


orie Economists to Meet 


Tie American Home Economics 

ASS‘ ciation will hold its 40th an- 
lual convention in San Francisco, 
un 28-July 1. Preceding the con- 
ni on proper will be a pre-con- 
tnt on meeting of the Home Econ- 
Mi:ts in Business. 


Fas 
Fo ewee Se ve 


WNOC Appoints Three 


Noel Breult has been appointed 
sales manager of Station WNOC, 
Norwich, Conn. Jack Purrington, 
program director, has been pro- 
moted to the station’s sales staff. 
Ann Merder Purrington has joined 
the continuity writing department. 


Names Heffernan 


James Heffernan, formerly a 
partner in Milne-Heffernan, Inc., 
Seattle, has been named an ac- 
count executive of Guild, Bascom 
& Bonfigli, San Francisco agency. 


Appoints Robinson 


Jack Robinson, formerly a vice- 
president of Buckley, Dement & 
Co., Chicago direct mail firm, has 
joined Conley, Baltzer, Pettlar & 
Steward, San Francisco agency, as 
an account executive. 


Laird Joins Lynch Agency 


Richard Laird has joined Sho- 
walter Lynch Advertising Agency, 
Portland, Ore., as a copywriter. The 
agency has been named to handle 
the advertising of Jantzen Beach, 
Portland amusement park. 


ies a2 


KGO Appoints Mayne 


Marilyn Mayne has been ap- 
pointed publicity editor of Station 
KGO and the American Broad- 
casting Co., San Francisco. She 
succeeds Bill Thompson, who has 
resigned. 


Names Ley & Livingston 


Ley & Livingston, San Francisco 
agency, has been named to handle 
the advertising of Production En- 
gineering Co., Berkeley. Consumer 
magazines, direct mail and trade 
publications will be used. 


WSNY Appoints Young 


Station WSNY, Schenectady, has 
appointed Adam J. Young Jr., 
Inc., as its station representative, 
effective April 15. 


THE LETTER SHOP, neal 


431 S. Dearborn St., 


Chicago 5.1linois 


Your share of the 
pelea FM DOLLAR 


Amazing market fact! Farmers in the Midwest 8 states 
buy more of 16 packaged foods than do all the 

families in the 30 biggest cities in these same states! Here's 
dramatic proof of the importance of this rich market 
—a market that can be sold all in one piece with 

the five locally-edited papers of the Midwest Farm 


Paper Unit. Investigate without delay! Your 
dealers prefer to have the products they sell 
advertised in these locally potent papers. 


MIDWEST — 


 PRAIRI FARMER - THE FARMER = WALLACES FARMER & IOWA HOMESTEAD + WISCONSIN AGRICULTURIST and FARMER - NEBRASKA FARMER 


Midwest offices at: 250 Park Ave., New York « 59 East Madison 
Street, Chicago * 542 New Center Building, Detroit + Russ 
Building, San Francisco * 645 South Flower Street, Los Angeles 


UNIT 


Packaged Food 


_! + Family Flour 


ld 


00 
4. Gone 40 0.014 a 84,634 
- yaar “ 
5. Chocolate Syvup O05 0.035 yas 28.900 
6. Syry - 46 0.024 aye 
Pp ——__ 9.024 63.048 007-—-— 
Dies 8 
7+ Molasses 4 a 8! Ona2 FOL ATS 49,542 
8.c —S °rghum 0.058 . <7 2031 
ne Trimmings = é 0.015 494 124 
Frostings oa 30,964 
> — 0.014 : 
° Boking Powder r- = 0.007 19 1a 
©. Baking Sedg 9.014 3a 53 14,450 


2. Pancake Fj Plog ene $0. 214 $1,502; 
_3- Specialty loo — oon 0.041 Fr 38441750 
i ee 


r 
a "tee : ruit Canned Milk d Hon eadership OPplies 
Poper Unit, het Dollar Food Sy d 
s. 196 ag Fr ee cony Midwest Farm 
Y On request, 


IN EIGHT mnt 


MONTHLY 
EXPEND) 
Ture 
PER Fann 


MONTHLY 
EXPEND). 


Mo 
TuRE army 


; ey : ‘ie 609 ’ oe ae me i. = <ed Sie : ae ate a Son P Spee eee Misery aia Ee : f 4 : oe * eal hse ~ esicetiaeamee ~ ¥ ¥ ‘ put ee oe Pe J 
a 45 
a a ET a ™ 
Fn eT 
| a ee ee — Gg 
| | | &g 
a coaitiaes 7 
‘9 
| : ‘ x : eat > j ‘ ‘s } : 
i Fe Sv . 
ee 
| feat 
| eres . 5 2 i 
* es a Sa a an . a 
| aay ane oe ad « ” were 4 es oxy t. 
i ; . i 9-aok P ’ es ey ae : . ' 
ven ranmeeie | wy : be ay 3 
ENCY 5 pote . Ping Oe ne ; cig @- ** IRGs 7 — ar 
; Pe ey oo : poet ST 1— —* ae a § i. § ‘ » ef Sel Di Laas - 
20 for : Vv & Wass x =" : lap eee —_— sic _~ : 
ND jf ae Ber ce 
DNNEL . = bao ee Sar 
» Office ‘ . , ee oe Ra a v ee _ 5 gsi! \18 3 z — ? 
: ee eae: 2 oe inal eo ‘ ! i - : 3 ’ =s-": ig : ; z , : 
Spe- Sead — oe é ree ee, — —— oe ~ A 
ro is. : enn eene a 7 s ; i e* ae “me TF pare rr ce - Cs " 
ENUE ‘ rn fan pte Fs s e. me ve . . . mA Pe ae Cc ee ra | = wh P -_ ? ‘ ‘i ‘ : 
3 2 * ure ; 7 Oe ' ‘ 2 r. \ 3 od a # oe pence 5 4d ee 4 ‘ 
at 7 7 apisOoN@ wee ae 
ees ees je! ; ey Tee ann ail ae ll - ‘ iL oan € eee el : 
| te, in’ ee i ie A. yp eer : ; 
aa A + ie mien x, SUSE GN amas : o es : iV i - eS. - : 
th) ia: — 00 _ -veoRO® parks GARY Got - 
. Te wee 0%) a Mie ee .  srATE . i ni C ry } ars e ; : P Ps 
cae A) ae * Le er.  @ e < . | 
aa ounce ee ache ae CHIChOO gut 
dk CO re CEDAR RT pORT® = AMON’ : 
ed as we : ae Ja ‘a “ey =. ~~ ~ f ° LU ae ea > sia SS ae ®%. fr ’ 
nol Mare z > rm re CATUS - fae! ? 
telagi ¥ . — i a” ; ; ; - 
| Boil > ae CON @ —— ; > — X, ) , 
(peg ror: ——_ gpRINGFIFT os “) | 
| ie ae et ae i os . »* ee nee gt: fee ap 
‘ 4 Ae se a m= a oS & Y j : . P 2 ’'’ ie Ke ’ \ ; ‘ ’ 
et ARE og ee. eS oe | ae : 
l= SL Wy ee A Packaged | | 
Z my Packaged F 
a re 
'stares 
PF a _— MONTHLY 
OlTue, e 
ee er 
ee an 
| . | 
x 4 q * Yeast ey 0.009 21,930 4 8,900 
) i a Corn Starch —. . ~—0.009 173 as5——! 8.578 
i aa pectins ————__"__ 0.008 ay5—— 8.578 
he. ig 14. Rieg ~=$-§$-———~_**? 0.013 3339-, —4.5 14 
i 15. Corset, 2.954 | 0.035 ¥4 26.835 
; —__10-Be-Cooked (<< ene 
Ws we ah 16. Cereals, ee 0.105 320,725 
MMI 2 T Seve oy, 
3 = 
ont Hee i, “ Note: In buy food 992,327 ° 
ek pu- *,? $ the = 
Se: 2804 ty 
Hines 
| . Hee + 
. A lee So ee er sg * # . : ss ts 4 ‘ : ¢ 
a0 } 
= | SS) 4 
ae 2 - f 
| ee , ) | : | “ ) | , | | | : | " | ‘ ) 
ee er: ILS S as: elisa ia MEM, ety tly a ta Sie eB RAMEY Wan earn Ras Mar Coe OE PY ne othe ged) Mabie, Sart PP ef moreno Seen ee bes re Pah BRR em aR NN PS en eR a a so 
Woe. i Se SS oe ae Salk Ma eM a 2 Ii fio Raa Pee » 68 hey vs % c am a : 


46 


LaRoche Boosts Ferry, 


Reeder, Robinson, Winegar 
Robert R. Ferry, executive as- 
sistant to Chester J. LaRoche, pres- 
ident of C. J. LaRoche & Co., 
New York, has been appointed 
4 vice-president in charge of the 
contact department of the ezency. 
Mr. Ferry had his own agency be- 
fore joining LaRoche and prior 
to that was with Young & Rubi- 
cam. John F. Reeder, vice-pres- 
ident of LaRoche, has been named 
general manager. Mr. Reeder was 
previously head of the agency on 
; the West Coast. 

D. E. Robinson, vice-president 
in charge of research, has been 
put in charge of the media and 
merchandising departments as well. 
Otis Winegar, copy chief of the 
LaRoche Chicago office, has been 
appointed vice-president. 


Hotpoint's Survey 
Turns Up New Data 
on Disposall Buyers 


Cuicaco—First returns from a 
continuing Hotpoint, Inc., survey 
of its Disposall customers (the 
company includes questionnaires 
with each appliance sold) indicate 
that one-half of the buyers pur- 
chased an automatic dishwasher 
at the same time as they bought 
a garbage disposal unit. Fourteen 
per cent bought sinks as a re- 
lated purchase and 11% purchased 
cabinets. 

Forty-seven per cent of the pur- 
chases were made in connection 


with a kitchen remodeling pro- 
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AND DISPLAY STUDIO 
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gram; 37% of the consumers 
bought the appliance as a separate 
purchase; 14% bought the unit for 
a new home—and more than half 
of the customers had never seen a 
disposal unit in operation before 
making the purchase. 


ws While the sample was small, 
and did not include homes where 
the units had been instailed by 
builders, results indicate that 54% 
of Disposall buyers valued their 
homes at $15,000 or more; 25% 
placed their residence in the $10- 
15,000 class, and 20% said $6- 
10,000. 

Most sales were made in metro- 
politan areas. Fifty per cent went 
to cities of 50,000 or more; 20% 
to cities of 10-50,000 population 
and 16% to urban areas of from 
2,500 to 10,000 population. Only 
1% of the sales were made to 
farm residents. 

Seventy-three per cent of the 
dealers mentioned were electric 
appliance outlets, and plumbing 
and heating dealers were next with 


12% of the sales. However, 47% 
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Advertising Age, April 11, 94 A 
Wanted: Current, Up-to-Date 

Market Data for AA Readers F 
The second annual Market Data Section of ApverTIsING Ac = A 
will appear in the May 30 issue. The idea is to bring togethe . ae 7 
in one place, all possible market data issued by advertisin : wed 
media, trade associations, and others. 4 
The data will be described briefly, and classified by type « f A iy 
market or geographic area, thus providing a comprehensi\« = . 
index of all available market data in all fields. 4 
Last year, approximately 500 separate pieces of market data ap 
were listed in the section, and readers of ADVERTISING AGE seit : a 
in requests for over 13,000 individual pieces. A 
Advertising media, associations, trade groups and others are pap 
invited to submit market studies or compilations for inclusion JJ 4... 
in this master list. There is no charge for such listings, but A 
the material must measure up to the following standards: of L 
1. It must be current. Nothing published prior to June, 1943, & y,., 

will be accepted. C 
2. It must contain market facts. Booklets or brochures which M 
contain media data only will not be listed. Adv 
3. It must be available for distribution to advertisers and J 104, 
agencies, preferably without charge. If there is a charge, or M 
other conditions are attached to its distribution, this should be § + ¢ 
clearly stated. mee 
4. It must be received prior to May 13, 1949. M 
Actual copies of the material to be listed should be sent to Byow 
Market Data Editor, Apvertisinc Ace, 100 E. Ohio St., Chicago § p+ 
11, with any necessary explanatory noves. Port 
M 
cil 
of the dealers who sold the gar-; Foremost Dairies Completes ff anni 
bage disposal appliance made no Merger with Maxson Foods Hote 
arrangements for installation. The merger of Foremost Dairic 
To step up sales of garbage dis-|1n¢ Jacksonville, Fla., and Maxs, ment 
posal units to their estimated 1,-| Foods System, New York, und ferer 
000,000-a-year potential, Hotpoint) the name of Foremost, has bed ship] 
suggests an industry-wide educa-| completed. Net earnings befogf tion, 
tional program on merits of the ap-| taxes of the dairy unit of the bu M: 
pliances, appliance dealer-piumber | ness were $250,000 greater in ti pape 
arrangements to standardize in-| first weeks of 1949 than in tl sea¢ 
stallation costs, exploitation of the rae to Peat E Reinhold,’ pi Mz 
ree market, and dramatic store ident of the merged company. ation 
isplays. Mr. Reinhold said net sales @ Club: 
the combined company will excegg Ont. 
Sterling Joins Y&R $40,000,000 in 1949. By combinigg Ma 
William Sterling, formerly with| distribution of frozen foods wif Asso 
the publicity department of Para-| distribution of ice cream, sul gress 
mount Pictures, and production| stantial operating economies ca Ma 
assistant to Louis de Rochemont|be effective, according to Mo, sg. 
at 20th Century-Fox, has joined| Reinhold. ee 
the Hollywood television depart- vents 
ment of Young & Rubicam. Three Name Reilly Agency m.. 

J. M. Reilly Co., Boston, h 

Poster Joins Headley-Reed been named odivestiabinn counsel f nual 
Henry R. Poster has been added| John E. Lucey Co., Bridgewat@ ©") ' 
to the sales staff of Headley-Reed | manufacturer of Jelco brand me ur 
Co., radio station representative,|shoes; N. Lissak & Co., Brocktaf Assoc 
New York. He formerly was as-| Mass., manufacturer of womer§ Shera 
sociated with MBS, ABC and/shoes, and the Hotel Bradfom Jur 
WNEW, New York. Boston. Adve 

nual 

Grant Names Allen V. P. Peters Joins Schulhoff Buffa 
John R. Allen, formerly head of A. Allan Peters, former pre Jun 
his own television consultant firm,| dent of A. Allan Peters Associat@§ verti 
has been named vice-president in| New York, advertising agents, hi. .4;, 
charge of television for Grant Ad-| joined Marcel Schulhoff & C Cinci 
vertising, New York. New York, as account executivd haa 
tising 
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maciation of the West, 46th annual 
maconvention, Hotel Vancouver, Van- 


April 6-12. National Association 
o! Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 
April 12-13. Point of Purchase 
ivertising Institute, Hotel Bilt- 
more, New York. 


> 


April 20-22. National News- 
aper Promotion Association, an- 
ual convention, New York. 
April 26-28. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

April 29-30. National Association 
of Litho Clubs, annual convention, 
Mayflower Hotel, Washington, D. 
C 

May 1-2. Wisconsin Newspaper 
Advertising Managers Association, 
Hotel Schroeder, Milwaukee. 

May 2-5. Chamber of Commerce 
of the United States, 37th annual 
meeting, Washington, D. C. 

May 6-7. Pacific Northwest 
Newspaper Advertising Executives, 
spring meeting, Multnomah Hotel, 
Portland, Ore. 

May 10-12. International Coun- 
cil of Industrial Editors, eighth 
annual convention, King Edward 
Hotel, Toronto. 

May 10-13. American Manage- 
ment Association, national con- 
ference on packaging, packing and 
shipping, and packaging exposi- 
tion, Atlantic City. 

May 18-21. Associated Business 
Papers, spring meeting, the Home- 
stead, Hot Springs, Va. 

May 20-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-24. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
Association, mid-year conference, 
Sheraton Hotel, St. Louis. 

June 12-15. National Industrial 
Advertisers Association, 27th an- 
nual conference, Hotel Statler, 
Buffalo, N. Y. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 26-29. Newspaper Adver- 
tising Executives Association, 
summer meeting, Hotel Roosevelt, 


i ie = 


June 26-30. Advertising Asso- 


couver, B. C. 

Sept. 11-15. Advertising Spec- 
lalty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
fress Hotel, Chicago. 


Oct. 19-22. Financial Public 
covers the 


Toy Trade ! 


ONLY ABC Toy Publication! 
6 Years... the OLDEST! 


PMcEREADY PUBLISHING CO. 


7B West 23rd St. New York ‘10, N. Y. 


Relations Association, 34th aanual 
convention, Edgewater Beach Ho- 
tel, Chicago. 


Bell & Howell Sales Near 
Peak, but Earnings Drop 


Bell & Howell Co., in its annual 
report for 1948, listed total sales 
of $17,608,000, only 2.5% lower 
than during the previous year, 
when it reached an all-time sales 
peak for commercial products. 


Profits declined, however, from 
$2,384,000 to $1,527,000. 
Charles H. Percy, president, 


said the lower ratio of earnings 
to sales (approximately 8.5% in 
1948) was attributed to the fact 
that despite continually increasing 
costs of labor and materials, Bell 
& Howell had not increased its 
prices since April, 1946. 


To Hoefer, Dieterich & Brown 

David Scott has been appointed 
production manager of Hoefer, 
Dieterich & Brown, San Francisco. 


GMA Booklet Reproduces 
Food Editors’ Articles 


Grocery Manufacturers of 
America, New York, has pub- 
lished a booklet entitled “The Life 
Line of America—How the Story 
Was Told,” featuring reproductions 
of a number of articles and radio 
scripts which won GMA trophies 
and plaques for their authors in 
1948. 

The association presents these 
awards to women editors and 
broadcasters whose articles and 
scripts best illustrate the line of 
essential processes between food 
in the field and food on the table. 


Atkinson Has Sherman, Too 


Harry Atkinson, Inc., Chicago, 
handles the exchange advertising 
program for the Hotel Sherman, 
Chicago, and has directed this por- 
tion of the account for 25 years. 
Ruthrauff & Ryan, Chicago, was 
recently named to direct the re- 
mainder of the hotel’s account 
(AA, March 14). 


Watson Succeeds Coates 


Bruce Watson, in charge of 
stockholder relations in the public 
relations department of General 
Foods Corp., New York, has been 
appointed assistant director of the 
public relations department. He 
succeeds Charles B. Coates, who 
has resigned to become vice-chair- 


man and general manager of the 
new Citizens Committee for Re- 
organization of the Executive 
Branch of the Government, of 
which Robert L. Johnson, presi- 
dent of Temple University and 
former vice-president and adver- 
tising director of Time, is chair- 
man. 


‘The Key to 


GUILD COMPANY.» 


e eS <5 
) Gui ld 


\ Lists 


‘Tell Us about yours 
offer and we wik= 
recommend suife” 
able lists.) Siwee om 


This plant has special equipment and 
complete facilities for producing 


Catalogs, Publications 
and General Printing 


PRINTING PRODUCTS CORPORATION has system. No 


orders get lost or sidetracked. Each order is assigned to 


order from 


PRINTING PRODUCTS CORPORATION has been in the 
printing business for many years and is responsible finan- 
cially and otherwise. Dun & Bradstreet, Incorporated, 

PRINTING PRODUCTS CORPORATION 

ASSOCIATES over One Million Dollars highest standing. 


rates 


PRINTING PRODUCTS CORPORATION always gives proper 


the beginning to delivery. 


quality, quick delivery, and right prices. 


We Solicit Your Printing Orders ond oe You Well | 


(THE FORMER ROGERS AND HALL COMPANY) 


LUTHER C, ROGERS 
Board Chairman and 
Management Advisor 


L. C.. HOPPE 
Vice Chaisman 
and Managing Director 


A. R. a 
President 
; b aduays of Sales 


ee “Should Know What 
- PRINTING PRODUCTS CORPORATION 


an De Jon Them 


— 


and 


PRINTERS = 


Artists + Engravers + os Aaa 
Telephone WAbash 2-3380 — Local and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


_A large, efficient ond completely 
equipped printing plant. 
(The former Rogers & Hall 


a Company plant) 


Relieve yourself of all 

‘anxiety and worry. Place 

your printing orders with 

PRINTING PRODUCTS 
_ CORPORATION. 


an experienced executive who watches and follows the Fe 


Our plant and organiza- 

_ tion give special services 
- and furnish advantages 

_ fee varied to mention in 
this advertisement. 


® | 
ate : 


te 


j 
& ‘ 
" i] 


H. J. WHITCOMB 


Vice President and 
Assistant Director of 
Sales 


L. C, HOPPE 
Secretary 


W. E. PREELAND 
Treasuret 
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Wright Names Carnes 


Cecil Carnes, head of the pub- 
lic relations department of Bren- 
nan Advertising Agency, Houston, 
has been named head of the pub- 
lic relations and advertising cam- 
paign in 1949 for Wright Mig. Co., 
manufacturer of Wrightex and 
Wrightflor rubber tile, molded 
rubber and plastic articles for in- 
dustrial and household use. Wright 
is moving from Milwaukee and 
Racine to a new $2,000,000 plant 
in Houston. 


Appoints Roy Durstine 


Browne Vintners Co., New York, 
a division of Seagram Distillers, 
has appointed Roy S. Durstine, 
Inc., New York, to handle adver- 
tising of Mumm’s Cordon Rouge 
and extra dry champagne. 


Trailmobile Names R&R 


Trailmobile Co., Cincinnati man- 
ufacturer of truck trailers, has 
appointed Ruthrauff & Ryan, Cin- 
cinnati, to handle its advertising. 


Strike 


Your Sales Points 


At the Most Believable Time 


READER CONFIDENCE is surely at its highest 
when the readers are viewing the editorial matter of 
their religious papers. Here they look for news, infor- 
mation, inspiration, guidance. And here they find 
what they seek, presented with wise counsel, good 
judgment, correctness, fairness. Their confidence in 
these pages is appreciated — and deserved. No stone 
is left unturned to keep their confidence inviolate. 


When your sales story is presented to these 1,200,00U 
families along with editorial matter of such character, 
it receives the attention of interested and believing 
persons — their trust in your offering is assured. 


To make your advertising dollars bring you more 
business, investigate this “unit.” Let us give you the 
facts about what you will get at the modest rate of 


$3.60 a line or less. 


PUBLISHERS REPRESENTATIVE 
C.D. BERTOLET & CO. INC. @ 30N. DEARBORN ST. @ CHICAGO 2, ILL. 


550 KC 5000 WATTS 
NBC AFFILIATE 
BISMARCK, NO, DAKOTA 


comes in loud and clear in a larger area 


than any other station in the U.S. A.” 
PRS 
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“ASK ANY JOHN BLAIR MAN TO PROVE !* 


RMA Committee Will 


Handle TV Set News 


WASHINGTON—Paul V. Galvin, 
president of Motorola, Inc., Chi- 
cago, was appointed last week to 
head a Television Industry Com- 
mittee appointed by the Radio 
Manufacturers Association “for 
presentation of full, factual in- 
formation on television to the 
public, government and other in- 
terests.” 

The committee will have full 
authority to issue “authoritative 
industry statements on TV tech- 
nical, merchandising and other 
problems,” RMA said. A major 
part of its work will involve sup- 
plemental information on the prac- 
tical effects of policies and orders 
of the Federal Communications 
Commission. 

Drawing on staffs of leading 
manufacturing companies for its 
personnel, the industry committee 
is charged with providing “an ob- 
jective, orderly and constructive” 


|}public relations program to in- 


form the public about television 
service, present and future. In 
announcing personnel of the com- 
mittee, RMA noted that FCC 
Chairman Wayne Coy has stated 
that present VHF (downstairs) 
television “will not be eliminated” 
and that UHF (upstairs) will be 
used “eventually.” 


a The committee is a direct out- 
growth of alarm which spread 
through the industry after Zenith 
Radio Corp. used newspaper and 
magazine ads to warn that many 
television sets would soon be par- 
tially obsolescent. H. C. Bonfig, 
Zenith vice-president, is to serve 
on the RMA committee. 
Committee members include Mr. 
Galvin; Benjamin Abrams, pres- 
ident of Emerson Radio & Phono- 
graph Corp.; Dr. W. R. G. Baker, 
vice-president of General Electric; 
Mr. Bonfig; James H. Carmine, 
vice-president of Philco Corp.; 
James W. Craig, vice-president of 
Crosley division, Avco Mfg. Corp.; 
Dr. Allen B. DuMont, president, 
Allen B. DuMont Laboratories; 
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John B. Elliott, vice-preside1t, 
RCA Victor division; and Willi:m 
J. Halligan, president of Ha |i. 
crafters, Inc. 


Publicker Reduces Price 
of 8 Whiskies in 10 States 


Eight brands of whisky p o- 
duced by three subsidiaries of 
Publicker Industries, Philadelp) ia, 
were cut 3 to 20% in ten mon» p- 
oly states April 1. Simultaneously, 
advertising of the price reduct on 
was begun in Philadelphia news. 
papers for Philadelphia whisky 
and in Pittsburgh for Kinsey Gold. 
Two open states, Arkansas and 
Kentucky, also were affected. 

Decision as to whether the cuts 
would be spread nationally (it takeg 
time to comply with various state 
regulations) has not been definite. 
ly established. A Publicker spokes 
man said initial reception of Old 
Treasure and Old Classic, bot 
four-year-old straights at top 
blend prices, was good. 


LeBrun Resigns WCCC Posi 

Harry LeBrun has resigned a; 
general manager of Station WCCC 
Hartford, Conn. 
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 EVEWT OF THE YEAR/ 


O* May 30, 1949, the 21,000 
subscribers to ADVER- 
TISING AGE will receive 
the Special Market Data Sec- 
tion, fully contained within the 
issue — not a supplement — di- 
gesting some 1,000 different 
market studies made available 
by media, plus the informative 
display advertising of media de- 
siring to present more complete 
stories for immediate reference 
From previous experience we 
know that the issue containing 
this special section will be re- 
tained and used by advertisers 
and agencies for a period of six 
to seven months, providing a 
flood of valuable inquiries. 


Advertising Age 


100 E. Ohio St. 
Chicago 11 


An exclusive with ADVER- 
TISING AGE, the annual Mar- 
ket Data Number is a unique 
contribution to market research, 
a unique opportunity for media 
promotion. Media-prepared 
market data will be briefed and 
indexed under the following six 
classifications: National Mar- 
kets; Regional and Local Mar- 
kets; Farm Markets; Distribu- 
tion Markets; Industrial Mar- 
kets; Professional Markets. If 
you are a media promotion man 
and have not already received 
the announcement brochure, 
write for complete details at 
once. Representation in this 
marketing directory is a must! 


1] E. 47th St 
New York 17 


A 
Special Section 
Within the Issue, 
Digesting and Listing A»- 
proximately 1,000 Pieces >! 
Media-prepared 
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sportswear 


Pap L_ ATOR SOME Hon 
in! * 8 Be 


TRAFFIC BUILDER—Richard Fried, president, Albert Richard division, Fried, Ostermann 

Co., Milwaukee; Stan Heath, former Nevada gridiron star, and Bud Engel, ad man- 

ager of the division, look over a giant replica of the football scoreboard to be 
offered stores again this fall. 


Albert Richard to 
Use Magazine Ads, 
Grid Scoreboards 


MILWAUKEE—Albert Richard di- 


Burdick Joins ‘Coronet’ 


Floyd M. Burdick, formerly 
with “How to Plan Your Home,” 
syndicated newspaper advertising 
column, has joined the Chicago 
sales staff of Coronet. 


“Wall Street Journal’ 


Names Bozell & Jacobs 

Wall Street Journal, New York, 
has appointed Bozell & Jacobs, 
New York, to handle advertising 
for its advertising department. The 
account was previously handled by 
Royal & de Guzman Advertising, 
New York. 

Batten, Barton, Durstine & Os- 
born, New York, continues to han- 
dle the Journal’s circulation de- 
partment advertising. 


Holihan Rejoins Strobridge 

R. J. Holihan, formerly with 
Haire Publishing Co. as Detroit 
manager, has rejoined Strobridge 
Lithographing Co., Cincinnati, as 
Detroit representative. He was 
with Strobridge in 1935 and served 
for six years as sales representa- 
tive. 


Crosley Appoints Rodger 

Malcolm R. Rodger, formerly 
national utility sales manager and 
midwest sales manager of Bendix 
Home Appliances, South Bend, has 
been named manager of the home 
laundry section of the Crosley 
division of Avco Mfg. Corp., Cin- 
cinnati. 


Aldridge Names Beals 

Beauveau Beals, formerly with 
Renner Advertisers, has been 
named an account executive of A. 
~ patie Associates, Philadel- 
phia. 


Muns Appoints Gotham 
Spencer Muns, Hempstead, L. L., 
mail order advertiser of watches, 
has appointed Gotham Advertising 
Co., New York, to handle its ac- 
count. 


UNUSUAL MAILING LIST! 


35,000 INDUSTRIAL PLANTS 
Private List With Proven Pulling-Power Now Available! 


We are not in the mailing list busi- 
ness, but we can increase your sales. 
As one of the country's largest dis- 
tributors of industrial gloves we SELL 
BY MAIL to industries throughout the 
United States. Because a good list 
is the foundation of our business, we 
have spent years compiling 35,000 
well-rated, up-to-date names of actual 
buyers—not sales offices. Included is 
practically every worthwhile industrial 
firm, as well as small, but prosperous 
plants. Many are dispersed divisions 
of large corporations who make their 
own purchases and cannot be reached 
by the usual methods. Some never 
appear on the ordinary lists. 


Amazing Response 


Using this carefully selected list we 
added over 500 customers in the 60 
day period following our last mail-out. 
We know it's a gold mine for hundreds 
of items. Because we send only 4 mail- 
ings @ year, we are making our ad- 
dressograph equipment available to 
others. We will address your envelopes 
from our plates at a nominal cost. If 
you sell ANYTHING to industrial 
plants you can't afford to miss this 
opportunity. Tests by states can be 
made. Write, wire or phone SUperior 
7-5200 at once for complete detolls. 


PIERCE GLOVE CO., INC., 17 E. Hubbard St., Chicago 11, Ill. 


vision of Fried, Ostermann Co. 
will count on a national magazine 
campaign and a “repeat” of its 
football scoreboard to merchandise 
its new outer sportswear, gloves 
and mittens this fall. 

Plans for the campaign were 
outlined here recently at a com- 
pany sales meeting. Sales person- 
nel were told that the promotion 
will include a series of four half- 
page advertisements to appear 
from Sept. 21 through Dec. 6 in 
Collier's, Look and The Saturday 
Evening Post. One ad, in color, 
will tie in with a specific color 
promotion. 

Stan Heath, former University 
of Nevada football star now on 
the staff of WFOX, Milwaukee, 
discussed the merits of the Albert 
Richard football scoreboard which 
the company will offer to dealers 
at a nominal cost. The store name 
is printed on each board. Bud 
Engel, advertising manager of the 
division, said the scoreboard was 
such an excellent traffic builder 
in 1948 that it is being used again 
this year. In addition, retailers 
will be offered window and 
counter display material and a 
special mat service. 

Arthur Meyerhoff & Co. handles 
the account. 


Gemex Appoints Reiss; 
Adds New Executives 


Gemex Co., Union, N. J., man- 
ufacturer of watch bands, has ap- 
pointed Reiss Advertising, New 
York, to handle its advertising. 

Robert P. Breckenridge, for- 
merly in charge of merchandising 
and advertising of Johnson & John- 
son and Revlon Products Corp., 
has been appointed director of ad- 
vertising of Gemex. Perry L. 
Brock has been named West 
Coast representative of Gemex 
with headquarters in San Fran- 
cisco. 


Transfers to Carl Reimers 


Deering, Milliken & Co., New 
York, has transferred the activi- 
ties of its fashion promotion divi- 
sion to its agency, Carl Reimers 
Co, New York, which handles ad- 
vertising for Milliken woolens. 
Editha Austin of the Milliken 
fa‘hion promotion division will 
continue promotional activities out 
of ‘he Reimers agency. 


Sylmar Appoints Collins 

oe Collins, formerly western 
sal 2g manager of Hunt Foods, Inc., 
Lo; Angeles, has been appointed 
to the same position with Sylmar 
Pa hing Corp., Los Angeles, olive 
ba ker. 
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POINT OF SAL 


For the margin of difference 
that distinguishes your printing... 


§ x peooucr or 
\| Kimberly 
lark 


= 


Levelcoat papers are made in these grades. 
Trufect*, Multifect* and Rotofect*. 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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PRINTING 
PAPERS 


Pick the paper 


Pick-Resistant 


One test of a fine printing paper is its ability to reproduce 


brilliance and depth in either monotone or multicolor. 


That's where pick-resistance counts . . 


. and where 


Levelcoat* printing papers excel. For in Levelcoat, 


a special combination of coating materials and base 


stock provides pick-resistance to an exceptional degree. 


Add this important printing quality to Levelcoat brightness 


. smoothness. . 


. runability. You then see why, in 


choosing any printing paper, it’s wise to look at Levelcoat. 


And to pick the paper that’s pick-resistant —for that margin 


of difference that distinguishes your printing. 


*T.M. REG. U.S. PAT. OFF, 
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U. of Illinois 
- Completes Study 
on Radio Habits 


Sandage Shows Effect 
of Seasons, Age, Sex 
As to Specific Shows 


UrBaNA, ILt.—An_ exploratory 
survey to determine the extent 
to which education, area of resi- 
dence, age and sex influence radio 
listening has been completed by 
Charles H. Sandage, professor of 
advertising at the University of 
Illinois. 

Using the diary method on two 
central Illinois counties, Mr. San- 
dage discovered that while the 
average total amount of listening 
by men (about two hours daily) 
was consistently less than the 
average for women (three hours 


daily) every day of the week, 
there is very little difference in 
the type of program that the two 
sexes select. 

Moreover, the survey indicated 
that the amount of listening by 
women in the summer and fall 
is almost identical, while the sea- 
sonal factor played a more impor- 
tant role in the listening habits of 
men. 


ws The report is based on 528 
diaries kept by adults (18 years 
or over) in Champaign county 
during one week in November, 
1946, and 790 diaries in McLean 
county during a one-week period 
in July, 1947. Both counties are 
a little more than 100 miles from 
Chicago, and both have an urban 
center of about 40,000 population, 
several villages and an extensive 
farm population. 

Farm women reported more 
listening than either urban or 
village women, and village women 
(in towns of 2,500 or less) did 
the smallest amount of listening, 
especially on Saturday in fall and 


oy es 
oe, 


summer and on Sunday in the 
summer. 

Similarly, village men listened 
less than either urban or farm 
men. While Professor Sandage 
cautions readers not to juxtapose 
the summer and fall figures with- 
out making allowances, results 
suggest that male listening in some 
cases may drop as much as 20% 
during summer, but rarely more 
than that amount. 


a While the report shows signi- 
ficant differences in the type of 
radio programs chosen by people 
of various educational levels, 
there is no evidence that education 
is a factor in the amount of radio 
listening. 

The total amount of listening 
each day does not provide any 
data on the time of day when lis- 
tening occurs, Mr. Sandage em- 
phasizes. For example, he found 
that during the summer, Sunday 
listening among urban women 
drops steadily from a peak at 
3 p.m. until midnight. In the win- 
ter, listening rises sharply at 


Like Peaches 
go with Cream... 


PROFITABLE SALES 
go with THE OREGONIAN 


in the rich Oregon Market 


Advertisers reap their greatest benefits through The Oregonian. 
And small wonder! It offers the /owest cost per reader with 
23,245 more cash-ready customers each day (comparing the 
coverage of Portland’s other newspaper). Oregonian 
advertisers also reap the benefits of greater reader interest and 
response built into the paper (we call ic FACTOR R). 

Top features, top reporting and 114 million lines more news 
per year assure a harvest of interest. Plant your 
advertising in The Oregonian where the yield is greatest 
in the Oregon Market. 


FIR ST. ... in circulation because it’s 


FIRST. ...in reader value which means it’s 
FIRST... 


YOUR GREATEST ADVERTISING VALUE AT LOWEST COST 


..in reader response 


The Oregonian 


PORTLAND 1 
The Great thi of the West 


OREGON 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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SIGN OF THE TIMES—This page, from the March 29 issue of Wall Street Journal, 
mirrors the economic picture. Note how almost every news story on the page 
refers to price cuts. 


6 p.m. and remains at a very high 
level until 8 p.m., when it drops 
sharply. A similar listening pat- 
tern exists among urban men, with 
minor variations. 


# Graphs in the report illustrate 
a similar pattern for farm men 
and women, except that listening 
of the farm dwellers reaches two 
additional listening peaks, at 9 
a.m. and 12:30 p.m., on Sunday. 

During a typical summer week- 
day, listening of urban women 
declined steadily from a 10 a.m. 
peak until midnight, with a minor 
rise between 7 and 9 p.m. In 
the winter, urban women listen 
almost the same amount in the 
late morning as they do in the 
evening. Urban men (the sample 
diaries were kept by individuals, 
not family units) listen much 
more in the evening, both summer 
and winter, than in the daytime, as 
might be expected. 

Farm men, however, showed 
three peak hours for listening, 
both summer and winter. The 
peaks are 6-7 a.m., 12-1 p.m., 
and 6-8 p.m., with each peak 
slightly higher and of longer dura- 
tion than the preceding one. Farm 
women recorded a rather erratic 
but consistent decline in listening 
from 7 a.m. until midnight during 
the fall. In summer, however, lis- 
tening reached a peak at 2 p.m., 
dropped steadily until 5:30 p.m. 
and increased again in the eve- 
ning. 


a The above details are naturally 


somewhat oversimplified—as is 
the comparison between the two 
counties in the summer-fall lis- 
tening data. Professor Sandage, 
however, stresses the fact that the 
study is suggestive of the type of 
qualitative data which can now 
be gathered, and which would be 
of interest to time buyers. 

Of even more interest is the 
influence of education on program 
selection. The survey provides 
data showing, for example, that 
Drew Pearson, religious programs, 
hillbilly music, detective shows, 
Fred Allen, housewife variety pro- 
grams, “Lum and Abner” and the 
soapers have the largest share 
of listeners among those with 
eighth-grade education or less. 


ws The programs are classified un- 
der six major types—news, re- 
ligion, music, drama, audience 
participation and homemaking. 
Eighty-eight programs are mea- 
sured and, while no correlation 
coefficients are provided, the rela- 
tive percentages of listening for 
different groups of listeners and 
types of programs provides an 
indication of the relative signifi- 
cance of each factor. 

Musical programs were divided 
into classical, semi-classical, popu- 
lar and folk music shows. The re- 
port turned up factual data show- 
ing the extent to which college 
educated people were attracied 
to semi-classical, popular, classi.al 
and folk, in that order. As mi;ht 
be expected, folk music drew ‘he 
largest share of those with ‘ne 
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A Ideal GIFT, PREMIUM OR PRI 
HOME & HOBBY KIT 


with. interchangeable tools 


Seven (7) different tools for making 
repairs around the home, office, farm 
and automobile... 


or for model build- 


ing and hobby crafting. Tools are high 


grade alloy steel... 


handles are dur- 


able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent promptly. 


STANDARD PRESSED 


STEEL CO 


JENKINTOWN, PA. Box 10 
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le. st amount of school education. 

‘he area of residence (urban, 
yi lage or rural), however, does 
nct appear to be as significant in 
in‘luencing program selection as 
dces the educational level gener- 
al y. In certain instances, however, 
it is of major importance. For 
example, “Town Meeting of the 
Aic” is far more popular with 
farm and village listeners than 
with urban residents. 

On the other hand, International 
Harvester’s “Harvest of Stars” 
rates fairly high with urban 
dwellers but had very few lis- 
teners in the villages and rural 
areas surveyed. 

Good drama (the large-budget 
evening shows) rate about equally 
with all three groups, and varia- 
tions depend upon the individual 
show. Detective shows, generally, 
have an urban appeal, the study 
found, with little farm listening. 
But “This Is Your FBI” and “Lone 
Ranger” had their greatest audi- 
ence among the farm listeners. 


s As for the influence of age in 
program selection, there are only 
a few instances where this appears 
to be a factor. Drew Pearson, Wal- 
ter Winchell and “Town Meeting” 
drew the large majority of their 
audiences from the group over 
40 years of age, while younger 
women were more inclined toward 
popular music programs than the 
older feminine contingent. 

Women 25-40 composed the 
major share of the audience of 
such shows as “Breakfast Club” 
and “Breakfast in Hollywood,” 
and the same group paid greatest 
attention to family-type drama 
and several detective shows. 

The only important differences 
in the listening habits of men and 
women were the male preferences 
for individual news commentators 
and professional baseball and 
professional football games. About 
twice aS many men as women 
listened to baseball. As fo. pro- 
fessional football, the ratio was 
3.8 men to 1 woman. However, 
college football found male. lis- 
tening only slightly above female 
listening. 


a One of the more interesting dis- 
coveries suggested by the data 
in the survey is that in homes 
where a second or third radio is 
added, listening is increased 
among women and children, but 
impressively decreased among 
men. Thus, increased family lis- 
tening actually results in de- 
creased listening of one or more 
members of the family. 

Another conclusion suggested by 
the report is that when two sta- 
tions broadcast the same program, 
the program rating increases ma- 
terially in areas where both sta- 
tions are readily available to po- 
tential listeners. 

As a result of the increased 
number of stations available and 
the differences in taste and pro- 
gram selection of various educa- 
tion and age levels, Professor 
Sandage suggests the possibility 
of programming individual sta- 
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tions to appeal to specific groups 
at specific times, thus increasing 
the value of a time purchase on a 
given station to a particular ad- 
vertiser. 

He also cautions time buyers 
and advertisers against combining 
village figures with farm figures 
to secure a rural figure, since the 
listening habits of the villagers 
are different in a number of im- 
portant respects from the rural 
audience’s listening. 


es Further study and investigation 
into the quality of radio listening, 
Professor Sandage contends, 
should, can and will seek to deter- 
mine the extent to which informa- 
tional programs raise the level of 
listener understanding; to what 
degree propaganda programs 
change ideologies; whether politi- 
cal campaign programs influence 
voters and, if so, how much; and 
the extent to which specific com- 
mercial messages move _ people 
to act favorably or unfavorably 
toward the item advertised. 


NBC Promotes McAndrew 
and Wheeler in Washington 


Willaim R. McAndrew has been 
appointed general manager of 
NBC’s Washington stations, WRC, 
WRC-FM and WNBN. At the 
same time he retains his previous 
title and duties as assistant to 
Frank Z. Russell, vice-president in 
ra of NBC’s Washington of- 
ice. 

George Y. Wheeler, former di- 
rector of programs in Washington, 
was named assistant general man- 
ager of the stations. 


Lanvin Launches Drive 


Lanvin Parfums, Inc., New York, 
is launching a campaign this month 
to introduce its purse-size flacon. 
Ads will appear in Charm, Glam- 
our, Harper’s Bazaar, Mademoi- 
selle, The New Yorker, Town & 
Country and Vogue. Dorland, Inc., 
New York, is the agency. 


Werk Appoints Cook 


A. Werk Cook, vice-president in 
charge of sales, has been named 
president of M. Werk Co., Cin- 


cinnati soap manufacturer. 


Cairns Appoints Conroy 


Vincent P. Conroy, execulive as- 
sistant to John A. Cairns, presi- 
dent of John A. Cairns & Co., New 
York, has been appointed vice- 
president of the agency. He will 
continue as executive assistant to 
Mr. Cairns. 


51 


White Joins Pedlar & Ryan 


William G. White, formerly with 
Benton & Bowles, has joined Ped- 
lar & Ryan, New York, as chief 
time buyer. He succeeds John J. 
McSweeney, who has resigned to 
join the sales staff of Station 
WMCA, New York. 
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All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


o/, y STRATIONS 
Whight PHOTOGRAPHIC ILLU 


1721 Neo. Wells S$t., Chicago 14 


‘Keach the cream of 
the 5-billion-dollar 


sports market 


through... 


A group of eight newspapers consisting of The Morning Telegraph 
(New York), The Cincinnati Record and Daily Racing Form 
(New York, Chicago, Los Angeles, Houston, Miami and Toronto) 


CHECK FOR YOURSELF! 
1948 Official Paid Attendance Figures 


Racing 
Major League Baseball 
Pro Football— National 


National Hockey League 
Madison Square Garden Basketball 


Buying Power of National Turf Daily Readers 
76.3% 
42.2% 
44.5% 
34.2% 
86.8% 


Own automobiles 
Own their own homes 
Professional executives 


Income of $5,000 and up 
Travel (at least one trip per year) 


NATIONAL TURF DAILIES are sold at and cover all 77 major race tracks 
in the United States. They are published in New York, Chicago, 

Los Angeles, Miami, Cincinnati, Toronto and Houston. Advertising 
space can be purchased as a group or by individual publication. 


Average Daily Net Paid ABC, Quarter ending Sept. 30, 1948...Saturdays 


25,257,337 
20,920,842 
3,281,709 
2,518,042 
960,441 


and All-America Leagues 


216,842, Mondays 204,778, Tuesdays to Fridays inclusive 156,667. 


For further information 


consult Standard Rate & Data (Magazine Section) 
or Leo Waldman, NATIONAL TURF DAILIES 
343 West 26th Street, New York 1, New York 


Write for National Turf Dailies Information Booklet 
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'. Mitchell's Rap At Radio 
Publicity ‘Racket’ Rebounds 

To the Editor: I have read with 
amazement your story on the As- 
sociation of Women Broadcasters 
talk by Maurice B. Mitchell, of the 
NAB, in which he condemned as 
racketeers all publicity people who 
direct -material to radio (AA, 
March 21). 

Of course, there are some people 
such as Mr. Mitchell described in 
the publicity and public relations 
fraternity, just as there are in 
every profession. But they are rel- 
atively few and, thanks to the 
rapid growth of public relations 
responsibility in recent years, 
they’re getting fewer all the time. 

We work every day with Mr. 
Mitchell’s “racketeers.” We have 
questioned a number of broadcast- 
ers about publicity activities. And 
we found that most of them believe 
publicity people are extremely 
helpful. Some broadcasters even 
go so far as to say they couldn't 
get along without publicity. I’d be 
delighted to furnish Mr. Mitchell 
and ADVERTISING AGE with some 
quotes from the broadcasters- we 
surveyed. 

I'd like to have been at the AWB 
meeting, too, to hear how the 
AWB members reacted to his ad- 
dress. I understand disagreement 
was expressed from the floor by 
several women broadcasters. After 
all, Mr. Mitchell was also attack- 


This department is a reader’s forum. Letters are welcome. 


ing them—accusing them, in ef- 
fect, of not knowing their business, 
and of being lazy. 

Here’s a suggestion for ADVER- 
TISING AGE: Inasmuch as these are 
only my opinions, how about sur- 
veying the women broadcasters to 
see exactly how they feel about 
publicity people and their activi- 
ties? That would make a swell 
story—and one, I think, Mr. 
Mitchell wouldn’t like. 

P. R. RIEPER, 

Vice-President, Radio Reports, 

Inc., New York. 

To the Editor: Despite Maurice 
B. Mitchell, we will continue to 
service women broadcasters with 
news which is of interest to listen- 
ing audiences. 

I have yet to meet a publicity 
man from a recognized agency 
who threatened to switch adver- 
tising if the commentator did not 
use his material. 

Mr. Mitchell apparently has 
learned the first lesson of non-cre- 
ative publicity. “To get space for 
yourself, be spectacular—even if 
the truth suffers.” 

Hat Davis, 

Publicity Director, Kenyon & 

Eckhardt, New York. 

To the Editor: ADVERTISING AGE 
of March 21 reports on the speech 
of Maurice B. Mitchell, director 


of broadcast advertising of the 
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~ THE LOUISVILLE TIMES ~ 


335,585 DAILY ® 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


268,044 SUNDAY 


NAB, delivered before the annual 
convention of the Association of 
Women Broadcasters. Mr. Mitchell 
is quoted as denouncing publicity 
people, press agents, public rela- 
tions counselors, etc., as promoters 
of “the free handout racket,” and 
brands publicists with many 


rather—ahem—undignified adjec- 
tives, including “free time chisel- 
ers”...“free loaders”... “free 
time hounds”...and “free adver- 


tising chasers.” 

My arguments in defense of 
these charges by Mr. Mitcheli 
would be a bit prejudiced. I’ll skip 
them. But assuming Mr. Mitchell 
is correct in his charges, may I 
ask of him just how is it possible 
for the “free time chiseler” to be 
successful in his efforts when we 
all know he is dealing with the 
extremely intelligent personnel 
which goes to make up radio 
broadcasting? 

Certainly broadcasters possess 
any I. Q. rating sufficient to an- 
alyze and reject unworthy hand- 
outs. 

If radio’s I. Q. should be too 
low for this task of editing, and I 
do not intend to suggest it is, then 
may I suggest that radio be more 
selective in its choice of personnel 
(nothing personal, Mr. Mitchell). 
As a result, even the. listening pub- 
lic may benefit. 

Incidentally, Mr. Mitchell, if the 
publicist is all these things you 
label him, why is it all major radio 
stations, networks and programs 
retain large publicity staffs? If 
you’re stuck for an answer, may 
I suggest that these same “free 
time chiselers” are to a large ex- 
tent responsible for the successful 
promotion of radio and all it has 
to offer the public. 

JAcK B. WEIL, 

Jack B. Weil, Public Relations, 

Chicago. 


Advertiser-Agency Series 
Readied in Booklet Form 


To the Editor: Your current 
series of articles on advertiser- 
agency relationship is worthy of 
rigid consideration by all in this 
business. A close scrutiny of the 
points disclosed may well prove to 
be the basis of advertising’s tran- 
sition with our changing eco- 
nomic conditions. 

I personally feel that it is time 
we stopped for a “second breath” 
and while doing so might give 
thought to the ideas your ex- 
cellent articles so aptly bring out. 

Looking ahead a little. I was 
wondering if you plan on pub- 
lishing this series of articles in 
booklet form and if they will be 
available for general distribution. 
If you are, would you care, please, 
to let me know when they will 
be available; to whom they will 
be available; and what the cost 
will be? 

This is a grand piece of promo- 
tional work but quite typical of 
your publication. 

E. J. RoGErs, 

Account Service Man, Spitzer 

& Mills Ltd., Toronto. 


This series will run in ADVERTIS- 
ING AGE through the April 18 is- 
sue, and all seven articles will be 
available at that time in a handy 
12-page booklet, “How to Pick an 
Advertising Agency.” The cost is 
50¢ a copy, and they may be 
ordered direct from ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11. 
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That ‘Noxious’ Creative Man 
To the Editor: How many let- 
ters like this have you received? 
This strange and coincidental 
divergence of opinion between ex- 
perts gives me a chance to voice 
my complete and thorough dis- 
approval of your so-called “Cre- 


ative Man”—a feeling apparently 
shared with other of your readers. 

This nameless, faceless paragon 
of yours sets himself behind a 
screen of anonymity and proceeds, 
in most of his “corners,” to criti- 
cize mercilessly. At least Tide’s 
column is written by an entity 
who writes his personal opinions 
rather than the irrefutable dicta 
your noxious Creative Man sets 
forth. 

So far I have seen nothing cre- 
ative from the Creative Man. Why 
not change the name of the column 
to the “Critical Man’s Corner” if 
you absolutely have to keep print- 
ing it. 

ARTHUR H. Baum, 

Forest City Mfg. Co., St. 
Louis. 


Mr. Baum’s comment is based 
on the fact that The Creative Man 
questioned the good taste and be- 
lievability of a Travelers “ghost” 
ad, while Lester Leber in Tide 
called it “a new high in insurance 
copy.” 

To the Editor: Your taking apart 
the Travelers copy with the tag 
line “It can’t be Beany,” has 
needled me into submitting a sam- 
ple of the type of appeal, the use 
of which has confounded me for 
some time. 

It would be interesting to know 
who the New England Mutual Life 
Insurance Co. believe they are 


Oe 


reaching when they hold up the 
lure of retirement. I have been 
taking a poll among friends and 
associates for some time, and I 
have yet to hear one to wish to 
retire! Taking it easier—yes! Va- 
cations—yes! But actual complete 
RETIREMENT—POSITIVELY No!! 


Advertising Age, April 11, 19.9 on 
But undoubtedly the New En:. §". 
land Mutual is not taking f |) f° , 
pages in national magazines unk: s: ~ > 
they know what they are coin; ail | 
or are they? " P 
Ep. DEvss, 
Deuss-Gordon Advertising oe 
Agency, Chicago. ms a 
ae o 6 
Ads Favored by Teachers, her 
‘Scholastic’ Holds eT 0 
To the Editor: Because I shou 4 § |?’ 
like to bring this to your atte .. Ro" 
tion, I am enclosing copy of a Mf¢°9 
statement from Scholastic Magi- @! ‘¢$ 
zines... yf ou 
Young America, which has been Hi": 
published for several years and Pe" 
which editorially is used as sup- P"°/@ 
plementary text in senior and jun- §P2!!® 
ior high schools, has discontinued lied 
carrying advertising. In your cur- ind 
rent issue you have a statement fF!“ 
to that effect and of course give ff'¢ 
the explanation which they ad- f° 
vanced for this decision... ers, 
We of course do not in any way —P2veT 
object to any decisions they may “Th 
make which affect their own busi- RY5'¢" 
ness, but we do regret the reasons tc! 
they have seen fit to publish which choo! 
they say influenced their decisions, '@9% 
because in our greater experience vem 
ver 


and our wider circulation efforts \ 
and our more successful publishing ulatic 


operation, we know very definitely # ™ 
arges 


that the majority of secondary 
school educators of the country" the 
are quite willing to have legiti-§ “*% 
mate and reputable advertisements B4ve7" 
appear in the publication which f'"¢-? 
‘hese educators use as part of their FPS! 
teaching tools. We know also that f sell 
campaigns from Ford, General Mo- §? /¥" 
tors, Squibb, Westinghouse, Gen- tuden 
eral Electric, Consolidated Vultee, Dae 
f Am 


and many other blue chip manu- 


facturers, were so acceptable that § “F@ 
many educators use the subjects dvert 
of the campaigns for classroom dis- F’0W" 
cussion and theme material. eache 


We realize, of course, that it wa 
entirely proper for you to publish 
the report you did and that it is 
quite logical you would use thei: 
own explanation of the reascns fo! 
their policy change. It may be, 
however, that this further in- 
fornration will appear to you to 
be worthy of editorial mention, 
and I can assure you that we have 
available any amount of materia! 
to substantiate the points I make 

S. C. WARDEN, 

Chicago Manager, Scholastic 

Magazines, New York. 
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Asserting that the Young Amer- 
ica announcement contained the 
“inference that advertising con- 


Dear Irate: 


CORESPONDENT My wife used to darn my socks, 


do the laundry, clean up the house and have dinner ready on time. lings 4 
She was a real helpmate. Now she just sits and listens to KXOK 
all day long. Either KXOK goes off the air, or I’m giving my wife yst 
the air...naming KXOK as corespondent. 


Irate Husband 4 


Don’t blame your wife. Hundreds of thousands of women are in 
love with our daytime programming. KXOK’s daytime Hooper 
listening index has increased three years in a row. Any John Blair 
representative will make a good witness for you. 


KXOK, St. Louis 
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ten sets up insurmountable bar- 
iess to school acceptance of a 
na, azine for use by students,” the 
Scholastic Magazines statement 
sai’ in part: “We believe that from 
he standpoint of Scholastic Maga- 
in’s the implications are mislead- 
ng They should be corrected, be- 
ause Scholastic Magazines have 
ever found advertising a drag on 
heir continuous growth over a 
er od of nearly 29 years. 

“On the contrary, school au- 
horities have given increasing 
ecognition to the essential value 
f legitimate advertising as a part 
f our way of doing business. In 
act, schools commonly utilize ad- 
vertising in many of their own 
rojects; they utilize millions of 
jollars worth of teaching aids sup- 
lied by commercial organizations 
ind they encourage students to 
pyaluate and use advertising tech- 
piques and practices. Thousands of 
chools have their own newspa- 
ers, for example, which solicit 
dvertising from local merchants. 
“There are only a few school 
ystems in the entire United States 
hich do not allow the use of 
chool funds for the purchase of 
pagazines which carry advertising. 
scholastic Magazines, which carry 
dvertising, have grown from a cir- 
ulation of 3,000 to a circulation 
pf nearly 700,000—the seventh 
argest weekly magazine audience 
n the nation... 

“For the 1948-49 school year 
dvertisers are investing an all- 
ime-record dollar volume in Scho- 
stic Magazines for the purpose 
f selling their goods and services 
0 junior and senior high school 
tudents and their teachers and of 
bringing to our readers the story 
f American business. 

“Far from a declining interest, 
dvertisers have demonstrated a 
rowing interest in the market 
eached by Scholastic Magazines.” 

ages 


imilar Stance, but 

iming Wins for Slacks 

To the Editor: I was very much 
terested in the item which ap- 
eared in the Feb. 14 issue of 
DVERTISING AGE, complimenting 
he Southern Railway System on 
s advertisement, 

Iam enclosing a copy of an ad- 
ertisement which we _ prepared 


CORMAN & WASSERMAN 


bout a year ago and which ap- 
‘ared in Men’s Wear. 

Although our advertisement fea- 
fel slacks, and not a railway 
stem, there is a striking similar- 
Yin layout. I can’t imagine any- 
in more unlike than men’s 
“chs and the Southern Railway 
Ystem, yet the layout appearance 

the two advertisements was 
tp isingly similar—only we beat 
mo it! 

Morton LEVINSTEIN, 
The A. W. L. Advertising 
Agency, Baltimore. 
geen 


1 Quoted by U.S. Chamber 

«rceting Research Session 

To the Editor: At a meeting held 
Feb. 25 by the Chamber of 

Mnerce of the United States, a 
Ne discussion under the title of 

‘he Future of Business Research” 

* -onducted. 

Yuring the course of the meet- 


s, .ccording to the memorandum 


on the margin of my program, Ap- 
VERTISING AGE was quoted as hav- 
ing published an intriguing defini- 
tion of “market research” in an 
April, 1947, issue. I wasn’t quite 
adept enough with my shorthand 
to catch it as it was uttered. 
Could you accommodate us by 
locating the quite comprehensive 
definition of “market research” 
that was allegedly published in an 
April, 1947, issue of your publi- 
cation? 
A. G. Dupuis, 
Chicago, Milwaukee, St. Paul 
& Pacific R. R. Co., Chicago. 
Mr. Dupuis is referring to the 
talk given by A. H. Robinson, as- 
sistant treasurer, Eastman Kodak 
Co., who quoted from an editorial 
in the April 14, 1947, issue of AA 
on the values and limitations of 
marketing research. 


‘Power of Advertising Week’ 
Sponsored for Third Year 

To the Editor: The Advertising 
Club of Akron, with the coopera- 
tion of this paper, is sponsoring 


our third annual Power of Ad- 
vertising Week, April 18-25. 

The purpose of the program is 
to promote all aspects of advertis- 
ing media (the Adclub’s roster 
embraces scores of them, includ- 
ing advertising agencies, natur- 
ally) by showing product displays 
in retail business establishments’ 
windows in the Akron area for 
one full week. 

The theme of Power of Adver- 
tising Week is “Advertising Ex- 
pands Markets—Creates Jobs!” 
We endeavor to educate the man- 
on-the-street’s mind with the im- 
portance of advertising: to prove 
that advertising and selling can 
maintain prosperity: to indicate 
the close relationship between the 
health of our national economy and 
the power of advertising. 

Such organizations as the truck- 
ing industry, railroads, investment 
houses, the rubber factories, allied 
by-products and synthetics as well 
as local items, viz., living-comfort 
products and everyday necessities: 
all these are shown in window dis- 
plays on Main St. and suburban 


business areas. 

Schools, churches, civic and la- 
bor groups and advertising media 
like radio, direct mail, magazines 
and newspapers and house organs 
are being used to put this whole 
thing across. Power of Advertising 
Week is the brain child of Bob 
Wheeler, vice-president of tne Ad- 
club and classified manager of the 
Beacon Journal. We have received 
national recognition with P. of A. 
Week. AFA’s Elon Borton is most 
enthusiastic about it. 

BILL WOLFE, 

Akron Beacon Journal, Akron, 

oO. 

ages 


AA Takes a Bow 


To the Editor: May I congratu- 
late you on the way you are hand- 
ling linage in farm publications, 
since the beginning of this year. 
While you have always rendered 
an excellent service with this tab- 
ulation, it is now so very complete 
that its value is doubled for those 
who are interested. 

Not only in this respect, but in 
all others, ADVERTISING AGE is 


doing an outstanding job. 
WILLIAM A. HAFFERT, 
Publisher, New Jersey Farm & 
Garden, Sea Isle City, N. J. 


——<s0y 


Your — 
DIESEL — 
PRODUCTS 


*lts readers are now buying 
for the Diesel market. Directed 
to active purchasers. 


Edited ond Published by REX W. WADMAN 


NEW YORK 19, N Y 


2 WEST 457TH ST, 


MONROE 
COUNTY 
NURSERIES 


PAPER 
INDUSTRY 


MONROE COUNTY, MICHIGAN 


...outstanding for its Paper Box Industries, 
Automotive Equipment Manufacturing and 


acres of Nurseries 


The importance of industry in Monroe County, 
Michigan, is best emphasized by the fact that during 
1948 it held the top spot among 18 Michigan indus- 
trial counties for average weekly wages paid. 


For many years the city of Monroe has been a 
recognized paper and paper box manufacturing 
center. Today, ranking in importance is automotive 
equipment manufacturing. Monroe is the home of the 
world’s largest manufacturer of ride control products. 


Of commercial importance, too, is Monroe 
County’s renowned nurseries, covering thousands of 
acres and known wherever home-lovers appreciate 
beauty in landscaping and in flowering plants. 
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.. is Toledo.” 


TOLEDO BLADE 


One of America’s Great Newspapers 
—in One of America’s Great Cities 


REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


“1's... 100 
Tole 


...and this is the 
TOLEDO BLADE 


Monroe County, Michigan, is one 
of the fourteen counties of North- 
western Ohio and Southeastern 
Michigan which form the pros- 
perous Toledo Retail Marketing 
Area. Marketwise, “This .. TOO 


The many fields of industry and 
neighboring agricultural areas, of 
which the prosperous Toledo 
Market is composed, must be 
served by journalistic leadership. 
The thorough coverage and inten- 
sive readership of The Blade justi- 
fies this need to make it “One of 
America’s Great Newspapers.”’ In 
it you get coverage of city and 
trading areas equalled by few, if 
any, papers in the entire country. 
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Agency Changes Spark 
New Company ‘Ideas’ 


Personnel Emphasized 
by Many in AA Study; 
Some Sure of Methods 


By JoHN B. MILLER 

Cuicaco—The majority of ad- 
vertisers who “switched” agencies 
last year developed some new 
ideas—new to them, at least— 
which they believe would be use- 
ful in the future if they have to 
employ still another agency. 

These ideas range from a much 
greater emphasis on the prospec- 
tive account executive in selecting 
a new agency toa test “assignment” 
and a temporary, “non-profit” 
trial of the agency while judging 
its capabilities to make the account 
profitable for both client and 
agency. 

Management’s views on improv- 
ing the technique of choosing an 
agency are expressed in confi- 
dential questionnaire forms filled 
out by more than 100 of the 400 
companies requested to cooperate 
in the ApverRTIsSING AGE study of 
advertiser-agency relationships. 
All of these firms selected new 
agencies during 1948, and told AA 
why they changed, how they 


picked the new ones, and what 
they learned in the process that 
might be useful to other advertis- 
ers. 


s Most of the new ideas filed for 
future use, as might be expected, 
were cataloged by executives of 
the small and medium-size adver- 
tisers whose annual ad budgets go 
no higher than $250,000. Above 
that budget figure, most of the 
firms advised AA that they actu- 
ally added no new ideas as a re- 
sult of their experiences in em- 
ploying new agencies. Neverthe- 
less, their comments on successful 
techniques and determining factors 
in agency selection are noteworthy. 

The new account man, and to a 
lesser extent other agency indi- 
viduals such as the copywriter, 
idea man and space buyer, will get 
added attention in any future 
agency changes considered nec- 
essary, several respondents made 
clear. Here are some of their 
views on this personal phase of the 
agency arrangement: 


a “We would particularly watch 
the kind of man the account ex- 
ecutive is—almost more so than 


anything else.” 

“I believe the account man is 
the key figure in obtaining the 
most effective cooperation and the 
maximum benefit of the agency’s 
facilities and personnel.” 

“We would probably follow the 
same pattern and look for an in- 
telligent account executive who is 
not afraid of work.” 

“One man, the account executive 
or perhaps a copywriter or an idea 
man who knows or devotes suffi- 
cient time and trouble to learn all 
about your product and your prob- 
lems, is the key to the entire situa- 
tion. He must have first-hand ex- 
perience gained by a very close 
relationship to you, your organiza- 
tion and your product, as well as 
your competition, in order to do 
an intelligent job of writing and 
directing your advertising for you.” 


a “My firm opinion is that agency 
service is largely a reflection of 
contact personnel. If you get an 
absolutely top-flight man, you will 
get the right kind of service and 
satisfaction. A mediocre represent- 
ative can well result in mediocre 
service from a top-flight *agency.” 

“Our experience only further 
confirms our opinion that good 
agency service rests heavily upon 
the men who do the contacting, 
writing and creating of our adver- 
tisements. We don’t want a ‘politi- 
cal’ contact man, with some ‘talent 
pool’ back at agency headquarters, 


who never saw the product or 


SCHOOL BOARDS i daeniismmenit 
RECREATION COMMISSIONS . 
SAFETY COMMISSIONS............ 
HOSPITAL. BOARDS 

CHURCH BOARDS 

PUBLIC UTILITY COMMISSIONS 
AIRPORT COMMISSIONS 

STREET & HIGHWAY COMMISSIONS 
PARK & PLAYGROUND COMMISSIONS 
HEALTH BOARDS slovaies 
COMMUNITY CHEST BOARDS..... 
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6.8%, 
9.4%, 

19.8% 

24.2% 
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at the controls 


Current survey" figures show that 
70% of all Kiwanians serve on one or more 
community boards or commissions with 


major influence. 


these are the men who—without holding public office—influence and 


control the appropriations and buying decisions of municipal and private 


agencies in over 2900 American cities. 


These figures, taken from an analysis of a current continuing survey 


* being conducted 


by The Kiwanis Magazine, show that Kiwanians play controlling roles in community 


life and government in addition to their business and professional pursuits. 


These men cannot be reached through trade publications. 


and expensive. 


Mass media is wasteful 


The Kiwanis Magazine offers a direct approach at attractive rates. 


*Write for a copy of the initial analysis of this survey. 


PUBLISHED FOR COMMUNITY LEADERS 


Kiwani 
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™)@ agence 

What's Most Important a 

in Picking an Agency? forma 

This is the sixth of a series of seven articles based on an ve "th 
exclusive ADVERTISING AGE survey of advertisers who |§h-ets 


decided to make changes in their agency setups during |§p2°Y 
1948, and who told why and how they went about it. 
Some of the ideas they have put aside for possible 
future use, if that is necessary, are detailed here. Those 
who are going to stick to the same methods of choosing [ine f 


choice 


an agency explain why. but pt 
The final article next week will list what these companies f° ‘¥! 
believe are the most important attributes of a competen: eet 
agency. sible, 
One 


talked to a customer. The writing 
of our ads may be letter perfect, 
but they may not click with our 
engineers or salesmen or sell a 
damn thing. We will insist on 
agency men knowing our prob- 
lems, living with our account.” 

The opinions just cited came 
from spokesmen for companies 
whose ’48 ad budgets ranged from 
more than $250,000 to the $1,000,- 
000-plus group of major adver- 
tisers. 


ws One of the companies in the 
“Under $50,000” ad budget group 
declared that in the future “We 
would want to know a great deal 
more about the relationship of the 
agency and client, especially as to 
billing procedures, etc.” Agency 
billings came in for more scathing 
criticism from an advertiser in the 
$100,000-$250,000 budget class, 
who serves both consumer and in- 
dustrial fields. This firm warned: 

“Our chief concern would be 
selection of an agency which 
would put the client first and the 
‘kiting’ of expenditures secondary. 
Apparently, many agencies are 
concerned with billing rather than 
serving the customers and the re- 
sults of advertising. We have found 
many unnecessary and ridiculous 
charges and as much as 40% added 
to our engraving bill before it is 
passed on to us.” 

The experiences of another com- 
pany in this same budget group 
have led it to look hopefully for 
“an agency willing to work for six 
months on a non-profit basis to 
determine whether we and they 
would be happy together.” It hasn’t 
found one to try this plan, how- 
ever. 


@ One of the leading $1,000,000- 
plus advertisers told ADVERTISING 


Ace that it is now convinced more he!4 | 
than ever, that no decision can be™ 5°’ V® 


made strictly on an agency’s pres $!,000 
entation or what it has done foym portat 
other concerns. “In our opinion, if nd th 

their | 


is advisable to give a prospectivd 
agency a special assignment andg “te: 
pay for it,” this company declared “! @ 
“In that way we could best detergnew (: 
mine how the prospective agency derfull 
would actually perform.” new Sé 

The spokesman for one medium2"d in 
size advertiser commented that “jof no 
would insist on evidence of creagoUr Ct 
tive talent, plus willingness +@techni 
work toward increasing our sale@°Ur 4! 
instead of writing ads to orderghelpfu 
The agency approach must be ingproble 
quisitive, not generalizations ang (large 
hypotheses from wife’s friends™ having 


conversations.” agency 
experi 


a One “Over $1,000,000” adver 
tiser has learned, like a lot of smal 
ler firms, to “avoid agency assign 
ment on basis of personal friend 
ship; select an agency with a good 
record of success in your field.’ 
This company’s original contac 
with the former agency was based 
on friendship, and the agency ad 
mittedly “had limited experience 
in our field.” 

A comparatively small company 
has learned to avoid the big agen 
cies, commenting that “the com 
parison in dealing with the small 
then large and back to sma 
agency has been an education t 
the client.” Another firm in th 
“Under $50,000” budget grou 
would want to devote even mor 
time than before to the agencf 
question, and “would list everyf 
thing we wanted from an agenc) 
then ask each bidder to tell us wh 
he can do those particular func 
tions better.” 

One respondent in this sam 
group declared that if a futu 
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agency change is necessary, his 
cornpany will adopt the techniques 
ised in the AA questionnaire— 
formal presentations based on 
company suggestions, fixed time 
the agencies, the use of “grade 
who |—shcets” and a formal vote by com- 


ring pany executives on the final 
choice. 
ible ff, an advertiser in the $500,000- 
lose =<) 000,000 budget category favors 
sing the formal presentation method, 
but points out that “I would want 
nies to supplement this with personal 
J inspection of the agency, meeting 
ten: with as many of the staff as pos- 
Msible, etc.” 
One company executive who had 
d more held out for a large agency to 
can bem serve his account (a $500,000- 
'S pres $1,000,000 advertiser in the trans- 
ne fo portation field) and was overruled 
nion, jqgoY the majority, conceded that 
pectivag their choice was a wise one. He 
nt andg rote: 
sclared I am the first to admit that the 
- deterggnew (small) agency has been won- 
agency derfully productive in developing 
“Bnew sales and merchandising ideas, 
ediumg and in rendering a greater degree 
that “gof novel, personalized service to 
f creagour customers. It has developed 
1ess tq techniques for a closer liaison with 
ir salegour agents, and has been more 
- orderg helpful in actual merchandising 
be ingproblems than any of the former 
ns and (large) agencies. This results from 
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having at the head of the new 
agency a man who is capable and 
experienced in our kind of ad- 
vertising.” 


# A consumer products manufac- 
turer, which dropped two agencies 
and consolidated its advertising ac- 
tivities in the hands of one agency 
which had long directed its major 
program, has decided that hence- 
forth—if necessary to change again 
—it will invite only local, medium- 
size agencies to submit presenta- 
tions. Another advertiser said he 
would try to stimulate a large, 
rather than small, number of so- 
licitations and thus stand a better 
chance of finding one which would 
be better suited for his needs. 

A number of the respondents, 
representing every ad budget 
group except the smallest, replied 
that they would rely on the same 


A company in the $250,000-$500,- 
000 class said its experience in 
choosing the present agency 
“proved most satisfactory.” Com- 
pany executives interviewed 48 
agencies, narrowed the field to five 
and arrived at the final choice 
through the use of grading sheets 
and a formal vote by the pres- 
ident, sales chief and advertising 
manager. 


# Another firm in this same 
group believes it would repeat this 
procedure: Carefully screen pres- 
entations which give a single ex- 
ample of each agency’s specific 
thinking “on our problem”; se- 
lection of three finalists out of 12 
agencies in the running; and then 
personal trips to these agencies’ 
offices by the company advertis- 
ing manager and his assistant be- 
for picking the candidate. 

One of the $50,000-$100,000 ad- 
ver'isers said it feels thus far that 
tts method “was eminently suc- 
‘es ful and at the same time as 
fai) a judgment as possible.” It 
teqg iested written material about 
age icies which were invited to bid 
for the account, but specifically 
- 1ed elaborate presentations and 

y speculative, creative work or 
ve mmendations for ads.” It 
Night later substitute “original 
‘on act for invitations, but that 
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would be relatively unimportant.” 

Another firm in the same ad 
budget group last year intends to 
stick to this method: It makes its 
own survey of agency possibilities 
and contacts the one it thinks is 
preferable. It extends no invita- 
tions, and accepts no presentations. 


Salvation Army Show Set 


The Salvation Army will present 
a series of 52 half-hour broadcasts 
across Canada, starting in mid 
summer. The programs will be 
aired on a cooperative basis by 
Canadian stations. The dramatic 
portion of the program will con- 
sist of cases taken from the Sal- 
vation Army’s files. The account 
is handled by the Toronto office 
of McKim Advertising. 


Gets Cosmetic Account 

John Robert Powers Products 
Co., New York, has appointed 
Olian Advertising Co., St. Louis, 
to handle advertising of John 
Robert Powers cosmetics. The ac- 
count was previously handled by 
Smith, Smalley & Tester, New 
York. 


Chilton Head Says 
Strike Cost Heavily 


PHILADELPHIA—Chilton Co., bus- 
iness paper and book publisher, 
last year had revenues of $8,877,- 
220, against $9,190,136 in 1947. 
Net income dropped from $1,001,- 
739 in 1947 to $615,592 last year. 

Joseph S. Hildreth, president, 
said in the company’s annual re- 
port that the strike of its composi- 
tors from February to September 
last year brought a “terrific” cost 
increase. “Our costs increased $5 
to $35 per page because of the 
necessity of making electrotypes 
that were shipped back to us for 
use on our own presses,” Mr. Hil- 
dreth said. He added that had it 
not been for the strike, sales and 
profits would have risen above 
those of 1947. 


KCBQ Names Hollingbery 
George P.’ Hollingbery Co. has 
been named exclusive representa- 
tive of Station KCBQ, San Diego, 
5,000-watt CBS outlet. 


Philco Reports Record 


Sales and Earnings for 1948 

Phileco Corp., Philadelphia, 
achieved a record sales high of 
$275,424,340 last year, compared 
with $226,507,592 in 1947. This is 
a gain of $41,916,000, or 21%. 

Earnings in 1948 were $10,531,- 
914. In 1947, earnings, after $3,- 
286,000 in appropriations for re- 
search, advertising and contingen- 
cies, were $9,630,699. 


55 
Krumbein Joins Hyster 


Lewis Krumbein, formerly with 
Garfield & Guild Advertising, San 
Francisco, has joined the sales pro- 
motion staff of Hyster Co., Port- 
land, Ore. 


West Appoints Fairfax 

Virginia West, Inc., New York, 
has appointed H. W. Fairfax Ad- 
vertising, New York, to handle 
advertising for its hormone cream. 


540 N. MICHIGAN AVE. © 185 N. WABASH AVE. 
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THE ORIGINAL 
PLASTIC PLATES 


These twenty-three well known drug advertisers 
are leading users of newspaper space—and they 
all know better than to lead with their chin when 
it comes to reproduction. 


Yes, these twenty-three leaders and their agen- 
cies avoid production headaches because they 
know the critical difference between ordinary plas- 
tic plates and High Fidelity Reilly pLasticryPes. 

They and their agencies already know what 
their tearsheets continue to tell them. They know 
that nobody else knows the secrets we've learned 
about controlling heat and pressure. And we don't 
have to tell them that —tearsheets tell the truth. 

We don’t have to tell them that we make our 
own molding material, either—nor the fact that our 
equipment and techniques are rigidly standardized 


CHICAGO 


SAN FRANCISCO - 


Why 23 leading drug advertisers 


in every one of our plants. For this extra care we 
take and the precision-producing techniques we 


have developed in six 


things tell their own story in America’s newspapers 


every day. Tearsheets 


Next time t you have 


paper campaign, let tearsheets be your guide. See 


if you don’t find that I 
TYPES assume the cle: 


reproduction that ever rolled off the nation’s varied 


newspaper presses. 
paper | 


Join these 23 leading drug advertisers, and hun- 


dreds of leading adv 


Write us today for ty 
TYPE campaigns—and 
tell the truth. 


REILLY ELECTROTYPE COMPANY 
305 E. 45th ST., NEW YORK 17, N.Y. Murray Hill 6-6350 
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years of experience, all these 


tell the truth. 


anything to do with a news- 


ligh Fide ‘lity Reilly pLastic- 
irest, cleanest, most uniform 


ertisers in other fields, too. 
pical tearsheets of PLAsTic- 
bear in mind that tearsheets 
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Bishop Names Gibbs V. P. 


Harold W. Gibbs, formerly on 
the public relations and financial 
advertising staffs of J. Walter 
Thompson Co., Chicago, has been 
named a vice-president of William 
S. Bishop Co., Chicago agency. 


GMA Publishes Booklet 


Grocery Manufacturers of 
America, New York, has pub- 


remember 
Business 
Associates’ 


ey /: 


PP aa ot 
“ 


lished a booklet providing a history 
of the GMA, its objectives and 
operations. There are now approx- 
imately 300 grocery manufacturers 
who are GMA members, according 
to the booklet. 


Philip Morris Stays on MBS 


Philip Morris & Co. has signed 
“Against the Storm,” a soap opera 
which has been off the air for 
several years, to replace Kate 
Smith on Mutual. The cross-the- 
board show will be heard at 
11:30 p.m., EST, starting April 
25, through Cecil & Presbrey. 


Elects Sutton Vice-President 
William J. Sutton, art director 
of Hixson-O’Donnell Advertising, 
New York, since the agency’s in- 
ception in 1941, has been elected a 
vice-president and director. 


Burgio Names Agency 

Burgio Bros., New York, maker 
of men’s hosiery, has appointed 
Franklin, Bertin & Tragerman, 
New York, to handle its adver- 
tising. 


MOTION PICTURES 


SLIDEFILMS 


TELEVISION 
COMMERCIALS 


SELLING . . . TEACHING . . . TRAINING 


Complete Studios and Modern Laboratory 


ATLAS FILM CORPORATION 


1111 South Boulevard 


Oak Park, Illinois 
Established 1913 


Write for booklet ‘Producing Your Film’’ 


Mar-Vo-Wave Sets 
Are Introduced in 
Newspaper Co-op Ad 


Cuicaco—In cooperation with 
leading drug chains and depart- 
ment stores, Halgar, Inc., has 
launched a cooperative newspaper 
campaign for its new Mar-Vo- 
Wave, $2 home permanent set. 

The product, merchancised un- 
der a new name now, may adopt 
national advertising next fall, 
Frank Hall, Halgar’s president, 
told ADVERTISING AGE. The com- 
pany has dropped the “Kurl” 
part of its predecessor, Mar-Vo- 
Kurl, he said, because of the flood 
of curl capsules which has invaded 
the market in recent months. 

Besides the change in name to 
Mar-Vo-Wave, the product has 
been improved and a bottle of 
Mar-Vo-Wave Creme Rinse has 
been added to the package, Mr. 
Hall said. Newspaper copy informs 
women that the exclusive Mar- 
Vo-Wave method uses heat, and 
seven out of ten women questioned 
in a recent survey prefer heat 
treatments. 

Halgar also markets a $4 Bu- 
Tee-Wave home permanent set, 
which was introduced a year ago. 
Use of regular beauty operator 
equipment in this package ac- 
counts for the higher price. The 
company plans no promotion of 
Bu-Tee-Wave, at least until fall, 
while it continues market testing 
of the cheaper set. 

Bozell & Jacobs handles the ac- 
count. 


Four A’s Unit Elects 

Ray C. Jenkins, executive vice- 
president of Erwin, Wasey & Co., 
Minneapolis, has been elected 
chairman of the Twin Cities chap- 
ter of the American Association 
of Advertising Agencies. Ed 
Cashin, vice-president of Batten, 
Barton, Durstine & Osborn, has 
been named vice-chairman and 
Luther Weaver, of Luther Weaver 
& Associates, St. Paul, has been ap- 
pointed secretary-treasurer. 


Tait Heads Stromberg-Carlson 

Robert C. Tait, vice-president of 
the Mellon National Bank & Trust 
Co. of Pittsburgh, has been named 
president of Stromberg-Carlson 
Co., Rochester. He succeeds Dr. 
Ray H. Manson, who becomes 
chairman of the board. Retiring 
chairman of the board, Wesley 
M. Angle, was named honorary 
chairman. 
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There’s no reason why a div 


if it were a sad duty. 


The Creative Ulan Corner 


do a public relations job for the company publishing it. 
After all, a dividend is good news for stockholders. Maybe, 
however, because the announcement of the dividend usually 
comes from the treasurer's office, it’s published looking as 


This General Foods dividend announcement comes as a 
pleasant exception. It uses the sure-fire cartoon technique 
for attention, employs a very folksy situation, gets right 


idend advertisement shouldn’t 


116th consecutive dividend will be 
paid by General Foods te 66,600 
owners of its common stock. 


LETS SEE...ALONG ABOUT THE 
MIDDLE OF MAY. AND DO YOu 
REALIZE THEYVE NEVER MISSED 


GENERAL FOODS 250 Pork Avenue, New York 17, N. Y, 
Post's Toasties SureJell Yuban Coffee 
Minute Tapioca 40-Fathom Seafoods Baker's Cocoa & Chocolate 
Grape-Nuts Flakes La France Minute Rice 
Diamond Crystal Salt Snider's Condiments Swans Down Instant Cake Mix 
Baker's Coconut Instant Maxwell House Coffee Satina 
Maxwell House Coffee Grape-Nuts Calumet Baking Powder 
Certo Post's 40% Bran Flakes Ridgways Tea 
Swans Down Cake Flour Sanka Coffee Maxwell House Tea 
Postum Jell-O Desserts Bireley’s Beverages 
Log Cabin Syrup Gaines Dog Foods Snider's Canned Goods 
Birds Eye Froeen Foods Kaffee Hag Coffee Kernel-Freah Salted Nuts 


Dividend of 50 cents a share will be paid on 
no-par common stock May 16, 1949 to 
stockholders of record 3 P.M., April 25, 
1949, without closing the transfer books. 


J. 8. Prescorr, Secretary 
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down to the one basic fact in 
share) and then gets in a plug 
for the capitalistic system. “11 
be paid by General Foods to 
stock,” it says. 


well worth reminding stockho 


General Foods dividend notic 


Not to miss any bets, the ad then lists all the company’s 
products——all of them familiar names in many homes. And 


with their stock listed on the Big Board might well clip this 


follow when their own dividend announcement comes due. 


the copy (dividend of 50¢ a 
not just for the company but 
Oth consecutive dividend will 
66,600 owners of its common 


Iders about! Other companies 


e as an excellent pattern to 
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K&E Appoints Alexander 

C. G. Alexander has been named 
business manager of the radio de- 
partment of Kenyon & Eckhardt, 
New York. He formerly held the 
same position in NBC’s television 
department. 


R&R Promotes Frank Dennis 

Frank Dennis, for the past six 
years with Ruthrauff & Ryan, New 
York, has been appointed direc- 
tor of copy for radio and television 
of the agency. 


CAB Appoints Morris 

Edmund Morris has been ap- 
pointed public relations counse 
for the Canadian Association of 
Broadcasters. He was formerly 4 
member of the Parliamentary 
Press Gallery. 


American-Olean to Arndt 
John Falkner Arndt & Co., Phil- 

adelphia, has been appointed to 

handle the advertising and mer- 

cranes of American-Olean Tile 
oO. 


— 


Agencies. 


Grand Central 


Track 17 


MUrray Hill 6-8829 


De You Ved A Theatre fo = 
Your (a eg Felas 7 


The Grand Central Theatre Inc., is 
pleased to offer i 


its modern facili- 


ties to Advertisers and Advertising 


Theatre Inc., 


Grand Central Station 
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Agency Employe 
Training Plans 
Found Lacking 


16 Four A’s Chapters 
Note Rising Interest 
in Applicant Test 


WHITE SULPHUR SPRINGS—Ad- 
vertising agencies in recent years 
have made more progress in at- 
tracting worth while candidates to 
their business than in training the 
employes they already have, 


Four A’s Meeting 


speakers stressed in an “area of 
personnel” session of the American 
Association of Advertising Agen- 
cies annual meeting here last 
week. 

John P. Cunningham, Newell- 
Emmett Co., operations committee 
member in charge of this area, 
conducted the meeting. John E. 
Wiley, Fuller & Smith & Ross, 
chairman of the committee on ex- 
aminations for advertising, said 
that these annual Four A’s tests 
“definitely are influencing stu- 
dents and faculties of colleges and 
universities to a new conception 
of the advertising business.” He 
asked members, when approached 
by applicants who have passed 
these tests, to “remember your in- 
vestment” in them. 


s Mr. Wiley pointed out that the 
number of requests for information 
about the examinations rose from 
2,500 in 1948 to 7,000 in 1949; the 
number of cities in which the ex- 
aminations were held, from 11 to 
16, and the number taking them 
from about 600 to 1,002. Of those 
who took the 1949 tests, last month, 
he said 60% were college grad- 
uates or students, and 40% al- 
ready were in business. 

By the “Four A’s own coaxial 
cable’ from some cities and by 
personal appearance of local chair- 
men from others, the audience 
heard reports of progress in all 
16 sections: Boston, Chicago, Cin- 
‘innati, Cleveland, Dallas, Detroit, 
Indianapolis, Los Angeles, New 
amiork, Philadelphia, Pittsburgh, 
Portland, Ore., St. Louis, San 
Francisco, Seattle and Texas. 
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Clyde M. Joice of Goodkind, 
oice & Morgan, Chicago, noted 
hat the University of Illinois has 
ust asked midwest agency execu- 
tives to help plan an advertising 
eminar next fall, for teachers. 
Villiam Z. Burkhart of Stcckton, 
Vest, Burkhart, Cincinnati, said 
hat among those interested in 
hat area was the chaplain of Ohio 

mate penitentiary. William San- 
born of Winius-Drescher-Brandon, 
bt. Louis, pointed out that men’s 
mod women’s advertising clubs 
mere are planning a joint luncheon 
0 ntroduce the successful can- 
idates to prospective employers. 

In addition to attracting and 
creening better new talent, 
Pivertising agencies have “a real 
eei for a broader training pro- 
rain” of employes, said Fletcher 

tichards of Fletcher D. Rich- 
ds, Inc., New York, chairnian of 

Four A’s agency personnel com- 
hittee, 

He noted that “roughly 70% 
{cur income is paid to the peo- 
le who work in our business. 

“Since we have become a ‘spe- 
lalist’s’ business,” he said, “each 

ginner should have a thorough 
ackground of all the facts of ad- 
ert sing in order to understand 
td absorb quickly the require- 
ments of his specific job.” 


Forty replies from member 
Nencies to a questionnaire by this 


AMA CONFAB—American Marketing Association 


speakers and members enjoy 

a humorous remark before a meeting at the Commodore Hotel, New York. Left 

to right: W. H. Wulfeck, vice-president and research director, Federal Advertising; 

William G. Bell, director of research, Bureau of Advertising; Douglas Taylor, J. P. 

McKinney & Son, and T. Norman Tveter, vice-president and markets and media 
director of Erwin, Wasey & Co. 


committee on training and in- 
doctrination activities and the fail- 
ure to reply of nearly nine-tenths 
of the 371 offices of 233 agencies 
which received it, Mr. Richards 
said, indicate that “in the great 
majority of cases agencies do not 
have any organized plan of per- 
sonnel training. 

“Only five of the 40 agencies 
...go all out on a training pro- 
gram of job-to-job routing, a reg- 
ular lecture or meeting course and 
a prescribed study course.” 

Eleven use job-to-job routing 
alone, eight lecture and discussion 
alone, six a combination of job- 
to-job routing and a lecture and 
discussion group. Most of the 
others have other variations of 
these three methods, but six use 
“no formulated methods.” 

Most of the agencies using job- 
to-job routing and lectures, Mr. 
Richards pointed out, “make these 
training and educational facilities 
available to all interested em- 
ployes.”’ 


a In addition to the lack of any 
organized employe-training plans, 
the committee noted from a “first 
superficial appraisal’ of the re- 
plies that: 

1. Although objectives differ 
widely, these programs “seem di- 
rected primarily toward teaching 
new employes the techniques of 
specific jobs and departments 
rather than developing well- 
trained all-around advertising 
agency men.” 

2. A better understanding of Four 
A’s activities and of the funda- 
mental truths about advertising 
are not primarily the objectives 
of most of the programs. 

“There is no agreement among 
agencies as to the best method of 
training and, judged by the inter- 
mittent character of many of the 
courses, little confidence was 
shown by agencies in the methods 
they do use,” Mr. Richards said. 

Mr. Cunningham introduced ten- 
tative training booklets which 
would be used by Four A’s mem- 
ber agencies. He noted the “lack 
of understanding among depart- 
ments” but emphasized that ad- 
vertising agencies “probably are 
the first industry in the country 
to set up a cooperative personnel 
development program.” 


CANADIANS GET JOBS 


Toronto—The Canadian Asso- 
ciation of Advertising Agencies 
has reported that 80 persons who 
took advertising aptitude tests in 
Canada last fall returned their re- 
ports and 39 sought advertising 
jobs. Of the latter, at least 16 
found jobs in the field. All of 
them were 25 years old or younger. 


Publishers to Meet 


The annual conference of the 
Pennsylvania Newspaper Publish- 
ers’ Association and the Interstate 
Advertising Managers will be held 
at the Bedford Springs Hotel, Bed- 
ford, Pa., Sept. 9-10. 


Goshorn Reports 


Wide Acceptance 
Of 4 A’s Ethics 


(Continued from Page 1) 

ads by agencies seeking account 
executives with accounts, and vice 
versa. One agency offered to pay 
“716% on billing you obtain.” 

One real classified ad which 
Mr. Goshorn reproduced was 
headed: ‘More money for produc- 
tion managers,” and added: “All 
typography and printing, letter- 
press or offset, billed to your agen- 
cy through me, will net you 10% 
of your billing. It is an additional 
income for you which will be held 
strictly confidential.” 

Investigating, the Four A’s found 
that “the proposition is bona fide 
and the operation discreet. He 
bills at the full price. You pay 
him the full price. Then he sends 
the kick-back to you...at your 
home address.” This individual, 
Mr. Goshorn explained, is a 
printing broker, “So he knows 
some printers. And the 10%, he 
says, is more of a come-on than a 
binding offer...With the prices 
he has to pay nowadays he can’t 
afford to kick 10%. Only 7%.” 


ws The Four A’s “have no police 
power to stop such practices,” he 
said, “but the publishers welcome 
our comments. When such an ad is 
printed, it is usually because the 
publisher’s own censorship has 
slipped. 

“When agencies are reported us- 
ing illegal solicitations of people 
or accounts, a letter of protest or 
explanation is usually enough not 
only to stop the practice but to 
earn the thanks of the offender for 
putting him straight.” 

The Four A’s also tries to 
“straighten out...authors and 
publishers” on “unfairly dispar- 
aging articles about agency per- 
sonnel and practices... More and 
more we are seeing questionable 
material before it runs.” 


Gets Corset Account 


Lily of France Corset Co., New 
York, has appointed Sterling Ad- 
vertising, New York, to handle 
its advertising. The account pre- 
viously was handled by Federal 
Advertising Agency, New York. 
The company has launched a cam- 
paign in New York, Cleveland, 
Chicago and San Francisco news- 
papers for its new girdles, “En- 
hance.” 


Memphis Has 4,441 TV Sets 


H. W. Slavick, general manager 
of WMCT, Memphis’ only tele- 
vision station, reports there were 
4,441 television sets installed in 
the Memphis area as of March 31. 
This figure was based on a spe- 
cial survey made by the station. 


NAB Standards 
Upheld by Vote 
of 760 to 270 


(Continued from Page 1) 
October, November and December 
payments to early May. 


ws Reason for the probable request 
is the necessity for funds to pub- 
lish results of the survey. The 
recent BMB financial crisis was 
averted only after a fervent plea 
to BMB subscribers. They con- 
sented to dip into the $100,000 
tax reserve fund, and underwrote 
their share of the money so used 
—but not enough money remains 
for publication of results. 

Expenses of the second study 
are piling up fast, and will con- 
tinue to do so until the survey 
is issued Oct. 1. BMB executives 
seem to expect many of the sub- 
scribers to exercise the 90-day 
cancelation clause in their con- 
tracts when they receive the re- 
sults of the second study. How- 
ever, payments for October, Nov- 
ember and December fall due 
within the 90-day period, and it 
is these payments that the BMB 
board may ask subscribers to sub- 
mit in May. 

By October, the two BMB 
studies and the organization it- 
self will have cost approximately 
$2,000,000. The broadcasters have 
paid the bills, but NAB has only 
seven of the 21 votes on the BMB 
board, with the Association of 
National Advertisers and the Four 
A’s holding seven votes each. 


@ This situation, plus the other 
problems faced by the bureau, 
may result in either a proposal 
to reorganize BMB as a corpora- 
tion similar to Broadcast Music, 
Inc.; an attempt to maintain oper- 
ations as they now are, or another 
bid by C. E. Hooper, Inc., to do 
the studies for BMB. 

The “Elmer Committee,” re- 
cently appointed by Justin Miller 
to make a recommendation regard- 
ing NAB’s future participation in 
audience measurement activities 
(John Elmer of WCBM, Baltimore, 
heads the group), will report to 
the NAB board during the week— 
and most of the problems and 
proposals probably will be aired 
in the floor discussion Tuesday. 

Concern over the expiration of 
the Narba agreement, which de- 
fined the frequencies used by 
Canada, Cuba, the U.S. etc., 
probably will take the form of 
an anti-Johnson bill program on 
the part of the clear channel 
broadcasters, who meet at 10 a.m. 
today. 

Representatives of the clear 
channel stations will point out 
the fact that if the bill introduced 
by Sen. Edwin Johnson (D., Colo.) 
is passed, U.S. clear channels will 
be eliminated—without any treaty 
assurance that Canada and Cuba 
will not “jump” the frequencies. 


ws Obviously, the NAB cannot take 
sides in the argument—but it is 
expected that anti-clear channel 
stations will take counter meas- 
ures—either at the NAB meeting 
or shortly afterward. 

The success of the policy of 
splitting engineering and man- 
agement sessions, at the annual 
association conferences, may re- 
sult in a proposal to change the 
organization plan of NAB. The 
board “committee to consider the 
structure of NAB” will present 
recortmendations to the NAB 
board on Thursday—too late for 
final action at this meeting. 

While “reorganization” is prob- 
ably too strong a word for the 
proposals, it appears likely that 
the committee will recommend 
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that the association be subdivided 
into divisions, such as AM radio, 
TV stations, FM broadcasters and 
facsimile interests—still preserv- 
ing the horizontal division of pro- 
gram, advertising, legal, public 
relations and other departments. 

Setting up an FM section would, 
of course, result in an interesting 
reaction on the part of the Fre- 
quency Modulation Association, 
which now is pledged to inde- 
pendence. 


a One of the lighter moments of 
the engineering meeting last week 
came during a Thursday press 
meeting. John H. DeWitt, president 
of WSM, Nashville, and a member 
of the NAB engineering executive 
committee, discussed the feasibility 
of putting a TV transmitter in the 
first rocket sent to the moon, so 
that video set owners could take 
the trip by watching their own 
television sets. J. O. Poppele of 
WOR, president of the Television 
Broadcasters Association, added 
his opinion that there are no tech- 
nical objections to such a project. 


a At the same meeting, Capt. 
William C. Eddy, head of Tele- 
vision Associates, cited the new 
“periscopic” microwave relay units 
as an example of the constant ad- 
vance being made by research 
engineers. The new units consist 
of two metal reflectors, set atop 
the tower at a 45-degree angle 
from the vertical. The two “mir- 
rors” replace the parabolic re- 
flectors, which offered too much 
resistance to the wind. 

The parabolic reflectors can be 
located on the ground, catching 
the beam from one mirror, sending 
it to the relay unit and then to 
the other parabolic, which sends 
it to another mirror and out again 
across the terrain. The advantage, 
of course, is the reduced con- 
struction cost because all heavy 
equipment is kept on the ground, 
where it can be serviced more 
easily. 


s Much of the interest in the new 
microwave development stemmed 
from the conviction, voiced by 
several top engineers present, that 
coaxial cable—for video transmis- 
sion—is definitely outdated, and 
that future networks will be con- 
nected with microwave relays. 
At the Thursday luncheon 
session, Dr. William L. Everitt, 
dean-elect of the University of 
Illinois college of engineering, sug- 
gested that the NAB make ar- 
rangements for recruiting engi- 
neering graduates for the broad- 
casting industry. If broadcasters 
want a fair share of the better 
engineering scholars, he said, they 
will have to see them while the 
engineers are still in college, and 


clarify the opportunities in the 
field. 
ms “Your industry,” he declared, 


“is becoming more complex and 
there is greater need for techni- 
cally trained men. It is in your in- 
terest to give recruiting your seri- 
ous consideration.” 

Of major interest also was the 
proposed NAB recording and re- 
producing standards for disk and 
magnetic recording. The standards 
listed average turntable speeds of 
33144 and 78.26 r.p.m. as “standard,” 
making no mention of the 45 r.p.m. 
tables recently introduced. An 
open meeting for discussion of the 
proposals was scheduled for Sat- 
urday afternoon. 

Other papers presented during 
the engineering meeting covered 
low-cost video transmitting an- 
tennas, development and applica- 
tion of super-power FM, a new de- 
vice which automatically selects 
broadcast program circuits, kine- 
scope recording, developments in 
multiplex facsimile, and a progress 
report on ultra high frequency 
television by T. T. Goldsmith of 


DuMont. 
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BMB Study No. 2 
Will Give Weekly 
Audience Breakdown 


New York—Broadcast Meas- 
urement Bureau has decided to 
publish figures showing the com- 
position of the weekly audience, 
as well as the total weekly aud- 
dience, in Study No. 2. 

The research committee rec- 
ommended the inclusion of this 
additional information following a 
test in 28 cities and an analysis 


~The 


REACHES 
A 17-35 YEAR OLD 


ALL-MALE AUDIENCE 


of a representative cross-section 
of ballots returned in the current 
survey. 

In effect, this decision means 
subscribers will receive fig- 
ures showing the percentage of 
radio families and the number of 
families listening to their stations 
one or two days or nights per 
week, three, four or five days or 
nights per week, and six or seven 
days or nights per week. 

Average daily audiences, which 
were to have been computed for 
Study No. 2, will be omitted in 
favor of the composition break- 
down. The importance of the latter 
type of information has been re- 
peatedly emphasized by adver- 
tisers and agencies. 


P. Lorillard Puts 
Network Radio 
Eggs in One Basket 


New YorK—Unlike Lucky Strike, 
Camel, Chesterfield and Philip 
Morris, Old Gold is concentrating 
the bulk of its radio budget on one 
network—American Broadcasting. 

Only non-ABC radio broadcast 


@ The Courier-Express reaches 
those who must be sold to sell 
the Buffalo area. And it reaches 
them more economically. That is 
why its general (national) linage 
has increased 71% in the last ten 
years while its competition 
gained 51%. 


Remember, your dollar in the 
Courier-Express buys greater im- 
pact on the families with more 


money to BUY your products. 


JURY IN SESSION—Judges in the employe newspaper classification of the annual 
Better Copy contest of the Public Utilities Advertising Association study ontries at 
a meeting in Kansas City. Left to right are J. M. Stafford Jr., director of advertising 
and publicity, Kansas City Power & Light Co., chairman of the group; Arthur J. 
Clayton, director of publications, Trans World Airline; Stanley R. Fike, president, 


Missouri Press Association, and C. G. (Pete) Wellington, managing editor, 


Kansas 


City Star. Awards in the contest will be announced at the PUAA convention in 
Cincinnati June 21-22. 


is a news show over the Yankee- 
Mutual network. 

Expanding its schedule, P. Loril- 
lard Co. last week signed to spon- 
sor “Party Time” on 19 Pacific 
Coast ABC stations. The program 
will be heard Monday, Wednesday 
and Friday from 4 to 4:15 p.m., 
PST, beginning April 18. 

Old Gold already is buying an 
hour and a half weekly on ABC 
(AM) for the “Original Amateur 
Hour” and half of “Stop the Mu- 
sic.” The cigaret company will back 
half of the TV version of the give- 
away when it goes before the 
cameras on May 5. Old Gold’s 
schedule also includes a telecast 
of the “Amateur Hour” over the 
DuMont Television Network. 

“Party Line,” which features 
emcee Bert Parks and singer Kay 
Armen of “Stop the Music” fame, 
has been a daily Old Gold attrac- 
tion on WJZ, ABC New York sta- 
tion, since January. 

Lennen & Mitchell handles the 
account. 


Life Savers Owns 
Controlling Stock 


in New Nickel Bar 


ELizaABETH, N. J.—Highland Can- 
dy Co., anew company 90% owned 
by Life Savers Corp., Port Chester, 
N. Y., is distributing Scoop, a 5¢ 
candy bar, solely through vending 
machines. 

E. J. Noble, Life Savers pres- 
ident and chairman of the board 
of the American Broadcasting Co., 
told AA that Highland was not a 
subsidiary of Life Savers and the 
name Life Savers would not be 
identified with the candy bar. 

At the present time, there is no 
advertising and no advertising 


agency, Mr. Noble said. 
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Better Business 
Bureau Quiets TV 
Obsolescence Fears 


New YorK—Latest development 
in the “television obsolescence” 
stir created by Zenith’s recent ad- 
vertising on that matter is a re- 
assuring announcement from the 
National Better Business Bureau. 

The national bureau, which de- 
cided to investigate the matter 
following numerous queries from 
individuals and local bureaus, re- 
ported that there is “no indication 
of any obsolescence of very high 
frequency television (the present 
system) in the foreseeable future 
and no indication that network 
stations operating on very high 
frequencies will not carry the net- 
work programs of the broadcasting 
companies with which they are 
affiliated.” 

The bureau’s conclusions were 
based on statements from Federal 
Communications Commission 
Chairman Wayne Coy and spokes- 
men for the TV networks. Mr. 
Coy said: “There is no present 
proposal by the commission to 
eliminate the VHF television fre- 
quencies... The assumption is that 
it will be continued.” 


a iIn answer to the  bureau’s 
query—“Is there any reasonable 
likelihood that commercial pro- 
grams will be telecast on ultra 
high frequencies in the immediate 
future?”—the FCC head said: 
“The FCC is in no position to 
straitjacket such development by 
setting up a timetable as to when 
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it must occur. If and when ad 
quate information is available 

enable the commission to wr 
standards for such a service (ultr 
high frequency telecasting) the: 
and only then, will such servi 
be authorized...We have abo; 
the same chance of predetermi 
ing when a scientific developme , 
will occur in the field of televisi:n 
as the National Better Business 
Bureau of predetermining wh:n 
there will be another change in 
women’s dress styles.” 

Network officials assured the 
bureau they would continue to 
service present VHF affiliates, if 
and when UHF stations begin 
commercial operations. 


DMAA Appoints Judges 
for Direct Mail Contest 

Winners for each of the indus- 
tries represented in the Direct 
Mail Advertising Association’s 1949 
Best of Industry contest on direct 
mail pieces will be announced at 
the 32nd annual DMAA cunven- 
tion to be held Sept. 21-23 at the 
Congress Hotel, Chicago. 

Judges of the contest, under the 
chairmanship of Herbert Burrow, 
manager of the mail sales depart- 
ment, McGraw-Hill Book Cc., New 
York, are: Alice Drew, advertis- 
ing manager, Duro-Test Corp.; 
Boyce Morgan, Boyce Morgan & 
Associates; Richard A. Faulkner, 
assistant sales promotion manager, 
International Paper Co., and Phil- 
ip Salisbury, editor, Sales Man- 
agement. 


McEniry Joins KLZ 

John McEniry has joined the 
sales staff of Station KLZ, Den- 
ver. 
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FOR A CAREFUL ADVERTISER 


who MUST get Results .. . 
And Has No Money to Waste! 


A MILLION OR MORE EXCLUSIVE 


Ad Impressions FOR FREE 
With a Brand New Dealer Distribution Plon 
NO AD APPROPRIATION NECESSARY . . 

WE ASSUME ALL RISKS 

This Agency Has Helped Others 

If You Have a oe Organization... 
We Can Help You 
WITH 


JOE Di MAGGIO’S BOOK 
OF BASEBALL FACTS 


The Most Amazing Compilation of 
Baseball Facts ever Compiled in a 
90k of this size 

With the Games’ Biggest Names 

sppeerny to over 60,000,000 Baseball! Fans 
clusive Rights Available 

For First-Comers 
~~ Details on Request 
PEARSON ADVERTISING AGENCY, INC. 
50 East 42nd St., New York 17, N. Y 

Sixteen Years Experience .. . 

in — and Sports Advertising 

ginator - Producers 


FAMOUS HEFFELFINGER FOOTBALL FACTS 
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47 Kw. 
103.7 Me, 


5,000 W 
1420 Ke. 


a FM 


the No. 1 Network 


The November 1948 Conlon Survey 
shows WOC First in the Quad-Cities 
in 60 percent of Monday through 
Friday quarter-hour periods. WOC's 
dominance among Quad-Cities sta- 
tions brings sales results in the rich- 
est industrial market between Chi- 
cago and Omaha... Minneapolis and 
St. Louis. Complete program dupli- 
cation on WOC-FM gives advertisers 
bonus service. 


' Col. B. J. Palmer, President 
Ernest Sanders, Manager 


DAVENPORT, IOWA 


DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE 
T 


Basic Affiliate of NBC, 


—_ 
FIRST in tne 


C.P. 22.9 Kw. visual 
and aural, Chonnel 5 
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1950 Census to Cost 
$72,000,000, Cover 
150,000,000 People 


WaSHINGTON—Census Chief J. 
C. Capt reported last week that the 
1950 census of population and agri- 
culture will cost approximately 
$72,000,000 and will provide basic 
statistical data on an estimated 
150,000,000 persons. 

Mr. Capt told the House ap- 
propriations committee that the 
enumerators will make their 
rounds during April, 1950. 

At the same time, Census Bu- 
reau officials reported that col- 
lection of data for the 1948 census 
of business will reach its peak this 
month. 

The bureau’s 1950 operating pro- 
gram, as outlined to the committee, 
involves no changes in the monthly 
and quarterly reports on business, 
industry, population, agriculture 
and foreign trade. 

The 1950 population census is to 
include 33 questions covering vital 
statistics, including education, oc- 
cupation and marital status. An 
additional 37 questions are con- 
templated in the agricultural cen- 
sus, taken simultaneously in rural 
areas. 


a The $72,478,000 asked for the 
1950 censuses compared with $35,- 
765,345 spent in 1940. “In the light 
of increased prices and population, 
the 1940 census could not be dup- 
licated for less than $76,702,551,” 
Mr. Capt said. 

Census Bureau revealed that at 
least one time-saving device has 
been adopted for the 1950 census: 
A self-enumeration plan for the 
agriculture census. 

Under this system, agriculture 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation —if they are properly 
trained. 

Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY—$2. 


ADVERTISING PUBLICATIONS, INC. 
190 E. Ohio St. Chicago 11 


Fil IN AND MAIL THIS COUPON 
TODAY 


Acvertising Publications, Inc. 
| Div. 922 

IX E. Ohio St., Chicago II, Ill. 
| Gentlemen: 
| Please send me copies of “Successful 
| Scies Training.” Enclosed is $___. 


ina Weert 


census schedules will be delivered 
through local post offices to each 
of approximately 6,000,000 rural 
mail boxes. Enumerators will pick 
up the completed forms when they 
call to take the population census. 


AAR Reports 38,874 
Requests for Quiz 


WASHINGTON—Association of 
American Railroads reported last 
week that it had received 38,874 
requests for “Quiz on Railroads 
and Railroading,” advertised 
March 7 on the “Railroad Hour” 
on ABC. 

In a detailed breakdown of the 
response, Robert S. Henry, AAR 
vice-president, said the mail in- 
dicated “an intelligent class of 
listeners.” 

Nearly 87% of the requests came 
from adults, including 62% men. 
From the requests, AAR spotted 
3,467 teachers or students; 436 
professional people; 994  busi- 
ness men; 554 railroad employes. 
Thirty-four requests were from 
libraries. 

More than 14% commented on 
the program. Of these, 5,554 were 
wholly favorable; 9 mixed, and 
1 unfavorable. 


Tom Lowery Retires; 
Brady Group Named 


Thomas A. Lowery, director of 
advertising promotion and market 
research for the Chicago Daily 
News, has retired after 17 years 
with the newspaper. From 1910 to 


1922, Mr. Lowery headed the fi- 
nancial, industrial and real estate 
departments at the Chicago Trib- 
une; and then resigned to form 


his own organization. market research and perform the 

J. R. Brady & Associates, Chi-| other functions previously assigned 
cago research organization, has| to the News’ own research depart- 
been signed by the News to do| ment. 
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If you’re interested in a thundering 
response—sales response—it’s the one at 
the right. She and her husband spend one 

of the highest incomes among all big 
magazines to maintain their home 

and family at one of the highest standards 
of living in the world. They depend 
upon Better Homes & Gardens’ 100% 
service for ideas and information. 

Is your story there when 

they're making up their minds? 


le Hones 


IRCULAT, a 000, , 
America’s First Service Magazine ¢ ATION over > —— 


TIME 
~ 


“6 a 
IS YOUR GREATEST TREASURE 


. and, so we offer Faithorn Complete Service in a Time-Saving loca- 
tion—in the center of the Advertising Agency district. 


. . modern equipment, ample facilities, skilled craftsmen. 


. .ready any hour of the day, or night, to expertly handle your adver- 
tising in its final phases; plates, type, the press. \ 


. Ad-Setting, Engraving and Printing—all important elements of the 
Graphic Arts —at their best, centered in ONE place —at your finger- 
tips. The new modern way to get things done... right and quickly 


THE FAITHORN CORPORATION ~_ 


400 NORTH RUSH STREET - CHICAGO 11, ILLINOIS 
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‘Stop Music’ on TV Sold Out 


Admiral Corp. said last week 
it intends to sign, through Kudner 
Agency, as sponsor of the first 
half of “Stop the Music” over the 
ABC television network. P. Loril- 
lard Co. will sponsor the last half. 
The video version of the ABC 
giveaway starts May 5. Admiral, 
which also backs “Broadway Re- 
vue” on the NBC and DuMont TV 
networks, will spend about $1,- 
000,000 in the medium this year. 


EKTACHROME Processing 


Duplicating Transparencies 
Carbro Prints 


Jack Ward Color Service 
109 West 48 St. 
New York 19, N. Y. 
Telephone Circle 5-7285 


Thackrey Quits 
by Request; Wife 
Resumes Control 


(Continued from Page 1) 
last Jan. 20, when Mrs. Thackrey 
relinquished her title of co-editor 
and co-publisher and turned over 
full control of the paper to her 
husband. 

Immediately following this 
change, the paper ran into dif- 
ficulties and curtailed its staff. Mr. 
Thackrey said last week that ad- 
vertising volume, revenues and cir- 
culation were now at a peak, which 
Mrs. Thackrey confirmed, and that 
the trouble was a shortage of 
working capital. Mrs. Thackrey 
since Jan. 20 has been devoting her 
full time to Station WLIB, New 
York, which she owns. 

In her published statement on 


ITS EASY, 
IF YOU - 


KNOW HOw! 


I you think a slip-of-the-hand can be tough for a “human 
fly,” you ought to see what a slip-of-the-accent can do for a 


salesman in the deep South! 


In the 23 years that we’ve been broadcasting to our four- 
state Southern area, we’ve built up an incomparable radio 
Know-How for our Southern audience. We know what our 
listeners want —know when they want it—know how they 
want it presented. We know the similarities and difference 
between our rural and city audiences; better still, we know 
how to program to both. In fact, we’ve learned just about 
all there is to know about top-notch broadcasting in this 
section of the South — and the result is a degree of listener 
acceptance that can’t be matched in this area. 


That sounds boastful, yes — but we’d certainly appreciate 


a chance to prove it to you. 


SHREVEPORT 
50,000 Watts e CBS ff 


Arkansas 
oh Mississi 


The Branham Company, Representatives 
Henry Clay, General Manager 


April 6, Mrs. Thackrey pledged the 
newspaper to “keep up its fight” 
for “liberal democracy.” Since 
President Roosevelt’s death, “the 
Communists have not only blocked 
the United Nations by misuse of 
the veto but have taken over the 
governments of helpless neighbor 
nations,” she continued. 

“This newspaper, in line with its 
policies of the past ten years, must 
and will meet these new threats 
to democracy by opposing with 
equal vigor all totalitarianism, 
whether fascist or communist.” 


ws Mr. Thackrey was an executive 
of Scripps-Howard Newspapers 
from 1926 to 1929 and from then 
until 1935 was editor of the 
Shanghai Post and other Chinese 
dailies. He joined the New York 
Post in 1936. Mr. Thackrey said 
his future plans include finishing 
a book he is writing on the United 
Nations. 

Mrs. Thackrey is the daughter 
of the late Mortimer Schiff, banker 
and philanthropist. In 1937 she 
and ‘her former husband, George 
Backer, acquired the Post from 
J. David Stern. Mrs. Thackrey took 
over as publisher in 1942. A year 
later she and Mr. Backer were 
divorced, and she married Mr. 
Thackrey shortly afterward. 

Mrs. Thackrey bought the Bronx 
Home News in 1947 and merged 
it with the Post. Mr. Thackrey, 
then managing editor, became co- 
editor and co-publisher of the 
combined newspapers. 


Exhibition Contract 
Approved by TV Council 


National Television Film Coun- 
cil, New York, after nine months 
of study, has approved a standard 
exhibition contract, which it hopes 
will receive industry-wide accept- 
ance. 

Designed to standardize TV ex- 
hibition practices, the contract 
establishes definite responsibility 
in such matters as obtaining of 
copyrights and delivery and re- 
turn of prints. Chicago Television 
Council and American Television 
Society will be asked to aid in 
obtaining station acceptance for 
the contract, most of the standards 
of which are already in use at 
WATV, Newark, one of the coun- 
try’s biggest TV film customers. 


Senate Committee Acts 
in Basing Point Matter 


The Senate judiciary committee 

gave its approval Wednesday to 
a 15-month moritorium on basing 
point price prosecutions, pending 
congressional study of existing 
anti-trust laws. Already approved 
by the House, the moritorium ap- 
plies only to matched delivered 
prices “in good faith to meet com- 
petition.” 
In adopting the moritorium, the 
committee recognized that the 
Rigid Steel Conduit case now be- 
fore the Supreme Court may result 
in clarification of the legal stand- 
ing of delivered prices. 


5 Agencies Seeking 
Big Military Account 


WASHINGTON—Representatives of 
at least five big advertising agen- 
cies are expected here Tuesday and 
Wednesday to “pitch” for the big 
Army and Air Force advertising 
contract. 

The five which have signified 
they will compete were among 
the 11 agencies which were rep- 
resented last month when Army 
and Air Force officers described 
curtailed plans for the fiscal year 
beginning July 1. 

Officials are not willing to dis- 
cuss the scope of the new program 
until it is adopted by Congress, 
but they readily admit it is con- 
siderably smaller than the $5,500,- 
000 available for advertising and 
public relations on the national 
and local level this year. 


s Gardner Advertising Co., Army 
and Air Force agency this year, 
will fight to retain the account. N. 
W. Ayer & Son, which lost the 
account to Gardner last year, will 
try to get it back. 

In addition, presentations are 
scheduled for the Caples Co., New- 
ell-Emmett Co. and Ruthrauff & 
Ryan. 

The selection will be made by a 
committee which includes Robert 
A. Whitney, president, National 
Federation of Sales Executives; 
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Victor M. Ratner, CBS vice-pre s- 
ident, and Benjamin N. Woods«n. 
executive vice-president, Cor). 
monwealth Life Insurance ( 5 
Army Lt. Gen. Raymond S. Me. 
Lain is chairman, and the fi!'h 
committee member is Maj. Ge) 
B. L. Boatner of the Air Force. 
Of 43 “over $10,000,000 age .- 
cies” invited, 11 showed up for a 
briefing session last month. In a4- 
dition’ to the five that signifi. 
their intention to return next 
week, the 11 included: Batten, Bir- 
ton, Durstine & Osborn; Geyer, 
Newell & Ganger; Abbott Kimba]! 
Co.; Al Paul Lefton Co.; Mac- 
Manus, John & Adams and Sulli- 
van, Stauffer, Colwell & Bayles 


ws Presentations are proceeding on 
schedule despite the accidental 
death last week of Col. Fay 0 
Dice, who has directed the adver- 
tising program as chief of the pub- 
licity branch, Military Personne! 
Procurement Service Division, for 
the past year. 

Colonel Dice and his wife were 
killed in a traffic accident near 
Spartanburg, S. C. Lt. Col. William 
G. Downs, who has been assistant 
to Colonel Dice, is serving as act- 
ing chief of the publicity branch 


Appoints Bennett 


Continental Can Co. of Canada 
has named Arnold G. Bennett as 
manager of the Mono paper cup 
division in New Toronto. 
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Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertis- 
ing executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 
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ADVERIISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING 
INDUSTRIAL MARKET DATA BOOK 
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€-pres- 
code. Harper stresses 
my .. . . f = 
s »-Wcientists Aid 
j. Gi | ’ 
orce. 
“cee -ft0 Four A's 
p for a 
In ad- (Continued from Page 1) 
ignified B.earchers as Silberling of Stanford 
n NextByniversity and Collins of New 
n, Bar- Byork University” are studying the 
Geyer, Bf clationship between the size of 
Kimball Bjne advertising appropriation and 
; Mac- fhe business cycle. 
1 Sulli 
ayles  @@, “If dollars of appropriation are 
the horsepower of the advertising 
ding On Mproject,” Mr. Harper explained, 
cidental hen the media used are its wheels 
Fay O.Band wings.” After the psychologist 
 adver-Bhas helped the advertising execu- 
he pub-Bive to “touch the activating springs 
rsonnel f/f purchase motivation,” and the 
sion, for™-conomist has helped to calculate 
‘just what weight of dollars to 
fe were™ ut behind your effort,” the prob- 
nt nearfem still remains of breaking down 
William rospects “in terms of the most es- 
assistantfential measurement of usefulness 
; as act-Bo you.” 
branch “Can you tell the brand-loyal 
amily...from the congenital 
brand-switching family?” he asked. 
Canada’ He also asked advertising men 
nnett asfmot “to keep to ourselves all our 
per cupfesearch findings, results as well 
is methods...Perhaps we could 
———ifford more often, with the ad- 
. ertiser’s cooperation, to make 
‘, ublic at least a portion of our 
e indings—and thus to contribute 
e fur share to developing social sci- 
® Eences in advertising practice.” 
7 
: Prof. Samuel A. Stouffer of Har- 
e Ward University showed that “the 
e reat danger” faced by social sci- 
* Entists “is that the public demands 
* Bor our services as citizen en- 
> bineers will be too great, rather 
e Bhan too little, and that there will 
e Be too few competent social sci- 
¢ ntists free to work at the basic 
* broblems of formulating better 
: ypotheses and devising the gad- 
e Bets and experimental designs to 
e Best them.” 
e — Despite such “accidents” as the 
® Pilittle affair of last November,” he 
® Baid, “we have come a long way. 
: f we are modest in our claims, if 
e me concentrate on fundamentals, 
e@ we draw into our group in- 
¢ Breasing numbers of hard-headed 
* Btudents, all of whom know what 
“ broof is and some of whom are 
 @°t afraid of mathematics, and if 
e We have faith and daring, we can 
' e Bontribute mightily toward build- 
® Ing a science of man.” 
*# Such results, he told the Four 
“ ’s, “you can eventually use to 
epelp’ you in your work—work 
e Mhich means so much for the suc- 
° ssful operation of free society.” 
7° F. B. Ryan Jr. of Ruthrauff & 
“e Ryan, Four A’s operations commit- 


e member in charge of research, 
resided. 


eeman Bros. Plans 
elevision Program 


Seeman Bros., New York, is 
king for a television program 
r airing in key markets. Air- 
lic will be the featured product. 
lilliam H. Weintraub & Co. is 
ne agency. 

A r-Wick’s current advertising 
iclides newspapers in five cities, 
ul-page copy in six magazines, 
WO national AM news programs— 
Monday Morning Headline” 
APC) and “Allan Jackson and 
l@ Vews” (CBS) and a newscast 
¥Ed Wallace over WTAM, Cleve- 
and 


.C. Pressmen Strike 


The nation’s capitol was without 
‘al newspapers for the first time 
alyone’s memory, when union 
mssmen staged an unexpected 
rhour “continuous meeting” 
lesday night and Wednesday to 
Kpress their hostility to delays in 
* negotiation of 1949 wage con- 
act. It was called off by inter- 
onal officers of the union. 


Last Minute News Flashes 
P&G Sells Fluffo Shortening in Canada 


CINCINNATI—Procter & Gamble Co. is launching a campaign in On- 
tario, Quebec and Maritime provinces for Fluffo shortening, previously 
sold in Canada by the bulk products division as commercial shortening. 
Ads will appear in newspapers and English and French weekend pub- 
lications and a farm paper. Benton & Bowles, New York, handles the 
Canadian advertising. The shortening is also advertised in newspapers 
and with selective announcements in southern United States through 


Compton Advertising, New York. 


United Air Using TV Spots in 5 Cities 


Cuicaco—United Air Lines will break a spring television campaign 
today (April 11) with one-minute film spots on stations in New York, 
Chicago, Los Angeles, Seattle and San Francisco. Local announcers 
will come in during the last 15 seconds of the film to give the local 
ticket office number. Time for the eight-week campaign was bought 


through N. W. Ayer & Son. 


Economic Status of Population Rises 

New YorkK—As of Jan. 1, 1949, there were 40,450,000 family units in 
the U. S., up 1,312,000 from the previous year, according to the annual 
estimate of distribution of U. S. families by income groups, released 
Friday by Everett R. Smith, research director, Macfadden Publica- 
tions. “Over-$5,000” families now total 5,318,000 (13.1% of the total); 
$3,000-$4,999 families total 7,876,000 (19.5%); $2,000-$2,999 families 


total 12,407,000 (30.7%); 


$1,000-$1,999 families total 


10,459,000 


(25.9%); and “under-$1,000” families total 4,390,000 (10.8%). There 
was a net gain of 805,000 families in the “over-$5,000” group, smaller 
gains in other groups, and a net loss of 99,000 families in the “under- 


$1,000” group. 


Zenith Reports on Phonevision Questionnaire 

Cuicaco—Zenith Radio Corp.’s pay-as-you-see Phonevision plan is 
acceptable to four out of five people, the set maker claims on the basis 
of returns to a post card questionnaire sent to 25,000 ’phone subscribers 
in 25 cities. Zenith says 80%% said they would be willing to pay $1 
per movie to see first-run films on their home TV sets. 


Sunshine Biscuits Markets Shredded Wheat 


Lonc IsLanp Crry—Sunshine Biscuits, Inc., is introducing a new prod- 


uct, Sunshine shredded wheat, in 


large newspaper ads in Hartford, 


Conn., and several other New England cities. Newell-Emmett Co. is 


the agency. 


Mitchell-Faust Gets Worcester Salt Account 


Cuicaco—Advertising of Ivory salt, distributed by Worcester Salt 
Co., a division of Morton Salt Co., will be taken over by Mitchell-Faust 


Advertising Co. effective Oct. 1. 


New Regulations 
Okay Military 
Supplier's Ads 


(Continued from Page 1) 

the second of two major types of 
accounting rules which the armed 
services have been revising since 
the war. Earlier, cost principles 
for cost-plus contracts were pre- 
pared, which permit contractors 
to use space in trade and technical 
publications. 


@ The renegotiation rules, de- 
signed to recoup “exorbitant” prof- 
its from all classes of military con- 
tractors, apply to fixed-price con- 
tracts—the kind most commonly 
used for large-scale military pro- 
duction. 

By recognizing advertising as an 
acceptable cost for firms doing a 
substantial amount of military 
work, the regulations eliminate 
the danger that war contractors 
will be forced to curtail advertising 
activity sharply. 

“Cost” items in renegotiation 
work are handled in approximately 
the same manner as business de- 
ductions for income tax purposes. 
While they are not a direct charge 
against the government, they are 
a deduction from the “profit” being 
renegotiated and are, therefore, of 
importance to the contractor. 

Most wartime advertising was 
maintained by firms which were 
subject to renegotiation. 


@ The allowance for advertising 
is limited to a share “properly at- 
tributable” to the effort to forestall 
loss of competitive position. Media 
choice for ads used to maintain 
competitive position is not limited 
in the regulation. 

In addition, a “properly allo- 
cable” portion of the contractor’s 
or subcontractor’s expense in ad- 


vertising in trade papers, “for the 
purpose of offering support to such 
trade papers which are valuable 
for the dissemination of technical 
information within the contrac- 
tor’s or subcontractor’s industry,” 
is admissable. 

Appropriate “help wanted” ads 
are also a renegotiation claim. For 
subcontractors, additional adver- 
tising is admissable: 

1. When the product is substanti- 
ally the same as the company’s 
normal product. 

2. When the volume of commer- 
cial business does not exceed the 
normal value of commercial busi- 
ness. 

3. When total advertising to be 
apportioned between military and 
non-military business does not ex- 
ceed normal advertising expense. 


w Selling expense is not accept- 
able unless: 

1. It relates in major part to 
technical consulting and other 
services performed in connection 
with the application and adap- 
tation of products to the uses and 
requirements of the government or 
other contractors; or 

2. It relates to maintenance of 
offices or agencies engaged in 
servicing the products comprising 
the renegotiable business; or 

3. It relates to the contractor’s 
normal product obtained by the 
government through the contrac- 
tor’s normal distribution system. 

Except for the situations speci- 
fied above, advertising is not al- 
locable to renegotiable business. 

The rules are contained in Part 
423 of the Military Renegotiation 
Regulations, available from the 
Superintendent of Documents, 
Government Printing Office, 
Washington 25, D. C. 


Foley Names Winning V. P. 
Wesley Winning, director of 
media and an associate in the 


Richard A. Foley Advertising 
Agency, Philadelphia, for 24 years, 
has been elected a vice-president. 
He also will continue as assistant 
secretary and assistant treasurer. 


ANNOUNCEMENT—First ad in ao news- 
paper campaign in eastern ond mid- 
western markets is this page, run by 
Solventol Chemical Products, Inc., Detroit, 
through its agency, Luckoff, Wayburn & 
Frankel. The newspaper drive is being 
supported by outdoor advertising, radio 
and television. 


FTC Post Goes 
to John Carson, 
Newspaper Man 


WASHINGTON—T he appointment 
of John Carson, veteran Washing- 
ton newspaper man and congres- 
sional secretary to the Federal 
Trade Commission, Thursday, is 
attributed in part to a Hoover 
commission admonition that some 
non-lawyers be put on the com- 
mission. 

A Republican, Mr. Carson is to 
fill the unexpired term vacated by 
former Commissioner Robert E. 
Freer. He is thoroughly familiar 
with the recent Hoover commission 
task force report calling for “re- 
habilitation and_ refocusing” of 
FTC. 

As a newspaper man and con- 
gressional secretary, Mr. Carson 
has “covered” the commission al- 
most continuously since 1918. He 
shares the Hoover commission’s be- 
lief that FTC should stress major 
studies of the business economy 
and avoid litigation of trivia. 


s Interviewed at the Cooperative 
League of the U. S., where he has 
been research and information di- 
rector since 1941, he told ApvErR- 
TISING AGE Thursday that he be- 
lieves FTC’s chief responsibility 
is to “preserve the free market.” 

Mr. Carson’s appointment im- 
mediately recalled sections of the 
Hoover commission report scold- 
ing FTC for taking its semi-ju- 
dicial status too seriously. The 
Hoover commission called for the 
appointment of some non-lawyers 
and for rulings written in language 
understandable to business men. 


ws Mr. Carson is 60. After news- 
paper work in Indianapolis he be- 
came a member of the Washington 
press corps in 1918, From 1924 un- 
til 1936 he was secretary to Sen. 
James Couzens (R., Mich). 

He returned to newspaper work 
until 1941, when he joined the Co- 
op League to produce the wide- 
spread Co-op News Service origin- 
ating here. 

In addition to the Freer term, 
which runs until Sept. 26, 1952, 
President Truman has a Demo- 
cratic commissionership to fill, and 
a second Republican commission- 
ership opening up this September. 


‘Time’ Shifts Three 


John McLatchie, who has been 
manager of the Chicago office of 
Time for the past six years, has 
been appointed New York man- 
ager. He will be succeeded in Chi- 


cago by James G. Downward, who | 


has been manager of the Phila- 
delphia office. Dean Hill Jr., Phil- 
adelphia salesman, has been named 
manager of Time’s Philadelphia 


office. 


Donaldson Rate 
Increase Turned 
Down by House 


WASHINGTON—After hearing 
nearly 50 witnesses from all bran- 
ches of the publishing industry, the 
House post office and civil service 
committee wound up its study of 
second class mail rates last week 
sure of only one thing—the four- 
fold increases demanded by Post- 
master General Jesse Donaldson 
are beyond reason. 

The committee ‘still is hoping to 
pass on a substantial portion of 
the $209,000,000 which the depart- 
ment says second class loses every 
year, but committee members ap- 
pear determined that the rate re- 
vision must go easy on small pub- 
lishers and the so-called “ex- 
empts”’—the publications of reli- 


gious, veterans’ and educational 
groups. 

Postmaster General Donaldson 
suggested that Congress might 


find a way to spare the small pub- 
lisher, and he offered to assist in 
working out a solution. 


es Mr. Donaldson’s offer to help 
work out a solution was picked up 
on the Senate side Wednesday by 
Sen. Matthew W. Neely (D., W. 
Va.), chairman of a Senate postal 
subcommittee which is studying 
the department’s proposals for 
$300,000,000 of new revenue. 
After hearing Amory Bradford, 
assistant to the publisher of the 
New York Times, predict a $52-a- 
year mail subscription rate, Sen. 
Neely said his committee “does not 
desire to legislate anyone out of 
business. All this committee wants 
to do is strike a balance which 
means approximate justice, not 
only to publishers but to the tax- 
payers who have to make up this 
$500,000,000 deficit.” ’ 


ws In their appearance before the 
House committee Monday, postal 
officials refused to take a stand 
on the Miller bill (H. R. 3195) 
permitting controlled circulation 
business publications to enjoy rate 
parity with paid circulation busi- 
ness publications. 

Postmaster General Donaldson 
defended his proposal abolishing 
bulk third class mailings and rais- 
ing the rate from 1¢ to 2¢ each. 

He insisted that the sorting of 
bulk third class done by the ship- 
per is of little help to the depart- 
ment. “If they would pay 2¢, I 
would be happy to take their mail 
without the pre-sorting,” Mr. Don- 
aldson declared. 


Census of Housing Bill 
Goes to the House 


Legislation authorizing a census 
of housing for 1950 and every 10 
years thereafter was approved by 
the House post office and civil 
service committee Thursday and 
forwarded to the floor for House 
action. 

Endorsed by broadcasters, hous- 
ing and appliance groups, it in- 
structs the Census Bureau to col- 
lect data on housing conditions 
and equipment simultaneously 
with the population and agricul- 
ture censuses already authorized. 


Autocar Promotes Taylor 


Walter M. Taylor, wholesale 
manager in charge of dealer busi- 
ness of Autocar Co., Ardmore, 
Pa., has been appointed sales man- 
ager of the company. He suc- 
ceeds E. F. Coogan, who was made 
president of the company. 


Time Buys ‘Crusade’ 

Time, Inc., through Young & 
Rubicam, has contracted to spon- 
sor the television series based on 
Eisenhower's “Crusade in Europe” 
over ABC-TV, starting early in 
May. 
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‘Mirror,’ KMPC Sign Pact 

The Los Angeles Mirror and 
Station KMPC, Los Angeles, have 
signed an agreement whereby they 


BS v “ THE OUTSIDE ; 


will pool the facilities of the sta- 
tion and newspaper. The offices 
will be linked by teletype and 
broadcasting lines. 
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Metropolis of 
Indiana Industry 


1. Home of the largest steel 
mills in the world. 

. Center of a $500,000,- 
000 market. 

. Second largest city in 
Indiana, as well as sec- 
ond largest within a 
100-mile radius of 
Chicago. 

. Largest Industrial Area 
in the State of Indiana.* 

. Twenty-third largest In- 

dustrial Area in the 

United States. * 

Highest rated city in the 

midwest for retail sales 

opportunity, On a per 
capita basis.* 

Gary retailers will tie-in 

with products nationally 

advertised in 


a 


ear 


Hit 


: 


‘MIT 


THE 


GARY POST TRIBUNE 


s only newspaper 


Now Available: Market Guide 
for the Gary Trading area. Current, 


National Advertising Representatives 
BURKE, KUIPERS & MAHONEY, Inc. 


essential information: Population, 

Rew Yok 9 =6Gieage 6° == Atante buying power, retail outlets and 
Citahome Cty ° Ballas * San Francisco other data important to planners of 
les Angeles sales and advertising. Ask our 

“Sales Management, November 20, national representatives or write 


1948, January 1, February 1, March 1 this newspaper. 


and April 1, 1949. 


‘CUTS’ 


with MASON — 
“CUT-MASTER’ Fm 


The Patented Cut Mailer 
with Corrugated Lining 


i” on 
customer goodwill! 


@ Made from special strength board with inner lining of 
double wall corrugated and covered with attractive pearl 
gray kraft paper. All boxes are made to fit standard size 
(with tacking edge). type high cuts. 


Order 500 of the 7x10 today, only $63. 50 
THE Write for Catalog. 


Waccn BOX COMPANY 


MAIN OFFICE and PLANT: ATTLEBORO FALLS, MASSACHUSETTS 
NEW YORK OFFICE: /75 FIFTH AVE. 
FACTORIES: ATTLEBORO FALLS and TAUNTON, MASS. 


Waukesha Motor 
Ad Ranks First 
in ARF Study 


First of New Series 
Issued on Business 
Paper Readership 


New YorK—A Waukesha Motor 
Co. black-and-white page in Auto- 
motive Industries ranks as the high- 
est-scoring advertisement, attract- 
ing 52% of readers, in the initial 
study in a proposed series of con- 
tinuing studies of business paper 
readership undertaken by the Ad- 
vertising Research Foundation. 

Automotive Gear Works, Rich- 
mond, Ind., placed the highest- 
scoring color ad in the same Oct. 
15, 1948, issue of the Chilton pub- 
lication, with 42% of the readers 
noting its full page on Double 
Diamond gears. 

Other products featured in the 
top ten advertisements, and the 
percentage of qualified readership 
noting the copy, included: Ross 
steering gears (black and white) 
48%; Timken roller bearings 
(black and white) 45%; Bundy- 
weld tubing (run-of-book color) 
39%; Hyatt roller bearings (black 
and white) 39%; Bendix B-K brak- 
ing systems (run-of-book color) 
33%; Herald Bore-Matic (color) 
39%; Vickers hydraulic power 
packs (color) 32%; SKF propeller 
shaft boxes (black and white) 
32%; Durex-100 engine bearings 
(color) 32%, and Stromberg car- 
buretors (color) 32%. 


ws The ARF study is based on 463 
interviews conducted by Alderson 
& Sessions, Philadelphia, from Nov. 
15 to Dec. 7, 1948, among subscrib- 
ers and “pass-along” readers of 
195 copies of the publication. The 
Oct. 15 issue of Automotive In- 
dustries (ABC circulation about 
11,000) was found to have a total 
potential audience of 26,000 read- 
ers, of whom 19,000 were qualified 
readers. The study showed, further, 
that 93% of home subscribers were 
qualified readers, whereas only 
77% qualified among plant sub- 
scribers and 61% among the “pass- 
along” readers. 

Nearly three-fourths of the po- 
tential readers of the issue are con- 
cerned in some way with the pur- 
chase of supplies and material, 
with many of those interviewed 
buying more than one type of ma- 
terial. 

All readers interviewed read one 
or more editorial items and saw 
one or more pictures, while 96% 
noted one or more of the adver- 
tisements. Readership of the 162 
pages (excluding the front cover, 
which carried the Waukesha Motor 
copy) ranged from a high of 91% 
for Page 27 to a low of 8% for 
Page 60. Of those interviewed, 93% 
saw or read at least one black-and- 
white ad, while 92% noted @ color 
ad. Of 21 best-read ads listed, 19 
were full pages, one was an in- 
sert and one was a spread 

Fourteen of the highest-scoring 
ads were in color. One was in four 
colors; six used black with ea color 
other than red, and seven were 
run-of-book color—black and red. 


‘Model Builder’ Dropped 


Lionel Corp., New York, after 
12 years has discontinued the pub- 
lishing of Model Builder, effective 
with the April issue. Model Rail- 
roader, published by Kalmbach 
Publishing Co., Milwaukee, has 
been selected by Lionel to fulfill 
the subscription list of Model 
Builder. 


Vimco Macaroni to Stewart 


James A. Stewart Co., Pitts- 
burgh, has been retained to handle 
the advertising of Vimco Maca- 
roni Products Co., Pittsburgh. 


Reynolds Purchases 
Las Vegas Daily 


Las VeGAs, Nev.—Donald Rey- 
nolds, prominent southwest radio 
and newspaper owner, purchased 
the Las Vegas Review-Journal last 
week for a sum in excess of $500,- 
000. The transaction was handled 
by Blackburn-Hamilton Co., media 
broker. Sellers of the paper, pub- 
lished daily and Sunday, were F. 
F. Garside and A. E. Cahlan of 


Advertising Age, April 11, 199 


Las Vegas. 

Mr. Reynolds is publisher of tle 
Times Record, Fort Smith, Ar} : 
the Times, Okmulgee, Okla., and 
the Examiner and _ Enterpris:. 
Bartlesville, Okla. He also has in - 
portant holdings in KFSA, Fo | 
Smith; WIKK, Erie, Pa, ani 
KAKE, Wichita. 


‘Farm Implement News’ Moves 


Farm Implement News hs 
moved from 431 S. Dearborn ‘o 
608 S. Dearborn St., Chicago. 


y xinie $ 
Retail Sales 


Worcester, as a major market 
city, takes on greater importance, 
month after month, by the consistent 


rise of retail sales. Sales Mana 
Retail Sales Forecast® for April 
Worcester as a “Preferred City 


the Month”, with estimated retail 


sales of $18,770,000, the only 


major market city in Massachusetts 


in this category for the second 
consecutive month. 


Advertisers see to it that their 


products appear on Worcester f 
shopping lists by regular use of 


the newspapers that blanket the area, the 
Worcester Telegram-Gazette. Daily 
circulation in excess of 140,000, 


Sunday over 100,000. 


*Copr. 1949 Sales Management's Retail Sales Forecasts tor March 


and April 1949. Further 


The TELEGRA 


WORCESTER, MASSACHUSETTS— 
GEORGE F BOOTH Pubt sher- 


REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES. 
OWNERS of RADIO STATION WTAG 


“MOLONEY. 


gement’s 
lists 
of 
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space in 


reproduction not licensed. 


M-GAZETTE 


] Phone: 
s STate 2-5977 


"FREE! 


With res Planography, printin 


customers. 


rcs 


white paper Wide and striking layout possibilities. 
see the RCS Black and White Kit for profitable ideas 


rapid copy service, inc. 
123 North Wacker Drive, Chicago 6, Ill. am 


SEE HOW YOU vou” 
CAN USE 
LOW-COST 

PLANOGRAPHY 


(Black and White 
Offset Printing) 


Get our FREE idea-sparking 
kit of samples of actual work 
done by inexpensive plano- 
graphy. Wide range of uses. 


g costs are greatly reduced 


because you share press and plate charges with other 
Hi-quality black and white work on standard 
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3 Census Shows 
rors. 11947 Volumes of 
» Fort = . 
« [Printing Groups 
Moves § Magazine Publishers’ 
> hs Volume Over $1 Billion; 


>. «Typesetting $75,000,000 


WASHINGTON—Magazine publish- 
ing has soared into the ranks of 
the nation’s billion dollar indus- 
tries, according to preliminary re- 
sults of the 1947 Census of Manu- 
factures, released by the Census 
Bureau last week. 

To reach a $1,085,600,000 volume 
for 1947, magazine publishing re- 
orded a 158% gain over the $420,- 
00,000 for 1939, covered in the 
Jast previous nationwide manufac- 
uring census. 

The magazine industry’s gain 
ompares with 100 to 200% gains 
enjoyed by book printers, type- 
etters, electrotypers and photoen- 

> gravers. Figures for newspaper 
; ublishers are being tabulated for 
elease within a few days. 

The number of establishments 
engaged in magazine publishing 
ropped from 2,337 to 2,166 Em- 
ployment was up from 15,411 to 
19,364 and payrolls jumped from 

> $25,000,000 to $64,300,000. 


The 598 magazine publishing 
establishments in New York state 
did nearly half the dollar volume. 
An additional 112 establishments in 
ennsylvania did $162,000,000; 99 
n Ohio did $120,000,000; 265 in 
llinois did $85,000,000. Other cen- 
ers were Connecticut, 27 establish- 
ents doing $38,700,000; Iowa, 22 
Hoing $24,100,000, and the District 
pf Columbia, 63 establishments 
oing $24,900,000. 

The 52 book printing houses in 
ew York state accounted for 
534,200,000 of the industry’s $86,- 
00,000. Four Indiana firms did 
517,500,000. Pennsylvania, Ohio, 
llinois and -Massachusetts had 
rom $4,600,000 to $2,900,000 in 
book sales volume. The book print- 
g industry’s $86,700,000 com- 
bares With $36,300,000 in 1939. The 
umber of establishments dropped 
rom 199 to 156, but total employ- 
ent increased from 7,628 to 9,- 
80. 


ch 


Typesetting’s $75,700,000 was 
02% over the $25,100,000 re- 
orted in 1939. Establishments 
ere up from 641 to 794 and em- 
loyment from 8,100 to 11,475. 
ew York accounted for a third 
f the volume. Illinois did $10,- 
_____— 900,000, Pennsylvania $7,600,000 
nd Michigan $5,600,000. 

The $133,500,000 total for photo- 
ngraving represented a 140% in- 
rease over 1939’s $55,600,000. The 
umber of establishments in- 
eased to 770 from 694, and em- 
loyment to 16,711 from 13,747. 
lec'rotyping and stereotyping in- 
reaced 103%, from $29,000,000 in 
P39 to $59,000,000 in 1947. The 
um>er of establishments was 237 
mpared with 234, but employ- 
len’ went from 6,333 to 7,173. 
Photoengraving, electrotyping 
nd stereotyping spread more 
ny throughout the country, 
th New York the leader, with 
hou a third of the total business 
eech instance. 

Of 770 photoengraving establish- 
lent; doing a volume of $133,500,- 
0, New York’s 128 did $40,000,- 
M”. “he 73 in Illinois did $21,200,- 
0; Pennsylvania’s 54 did $11,- 
0,010; California’s 74 did $9,- 
010 and Ohio’s 46 did $7,900,- 
) 
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New York had 53 of the 237 
etiotyping and stereotyping es- 
li:hments, doing $17,000,000 of 
§ industry’s $59,000,000 total. 
Mncis had 33 doing $13,900,000; 


You say tt with pride... 
"We own our own home” 


There's a special pride Soar Wail bs glad to chow 
e show 
ithout obligation, 


Sons from nothing 
Sion in thowerid You can’t 
help but feel it. You're 
solid citizens. You"’belong” 
to the community and you 
know down, that 


t now-right here- 
home 
poe dicon 


(YOUR FIRM NAME) 


SECURITY—In an attempt to turn doubters 

into home buyers, Practical Builder and 

Building Supply News have prepared 

this and other promotion piecos to be 

used by local builders and building sup- 
ply dealers. 


Ohio 24 doing $5,400,000, and 
Pennsylvania 14 doing $5,400,000. 

Final and more detailed figures 
will appear in the Census Bureau’s 
publications, “Newspaper, Maga- 
zine, Book and Miscellaneous Pub- 
lishing and Book Printing” and 
“Service Industries for the Print- 
ing Trade,” to be offered for sale 
by the Superintendent of Docu- 
ments in the near future. 


NBC Now Boasts 
29 TV Sponsors 


New YorK—National Broadcast- 
ing Co., which is writing lots of 
promotion letters these days, has 
sent out another—this one about 
its television progress. 

The letter, based on a report 
by Harry C. Kopf, administrative 
vice-president in charge of sales, 
points out that NBC has 29 net- 
work advertisérs on video—‘‘twice 
as many as the second network 
and more than all other networks 
combined.” 

“These advertisers,’ the report 
continues, “use on the average 
double the number of stations— 
14 compared to seven on the net- 
work with the next largest number 
of sponsors. In addition, there 
are nearly three times more com- 
mercial hours on NBC.” 

NBC has 31 TV affiliates op- 
erating throughout the country. 
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‘Practical Builder’ 
Offers 1949 Home 
Merchandising Kit 


Cuicaco—In a determined ef- 
fort to convince potential home 
owners that “the time to build is 
now,” Practical Builder and Build- 
ing Supply News have prepared a 
1949 merchandising kit for use 
locally by builders and building 
supply dealers, and are promoting 
it intensively in their own editorial 
columns. 

Since an almost negligible num- 
ber of builders advertises na- 
tionally or regionally, the two 
building publications conceived and 
developed a merchandising pro- 
motion which will be national in 
effect when a sufficient number 
of builders tie in locally. 

Principal consumer problem 
faced by the industry now is an 
unwillingness to buy on the part 
of the best prospects for homes. 
The potential customers appear to 
feel that building prices will fall, 
and that they will lose part of 
their investment if they buy now. 


a To counteract this attitude, 
Practical Builder has adopted a 
slogan: “Your only real security 
—a home of your own.” And 
around that slogan, the promotion 
department of the publication has 
build a merchandising kit which 
includes stuffers, spot radio an- 
nouncements, newspaper mats, 
banners, streamers and publicity 
material. Builders and building 
supply dealers are invited to use 
the material locally and participate 
in the campaign. 

In addition, the publication is 
soliciting cooperation from manu- 
facturers of building products in 
carrying the campaign theme in 
their national and dealer adver- 
tising, and will also work out tie- 
ins with savings and loan associa- 
tions, mortgage houses and banks. 

Initial ad in Practical Builder’s 
own campaign was a 1,270-line ad 
in the Chicago Tribune Feb. 21. 
Younger readers were told how, in 
five or six years, they would have 
a home instead of a pile of rent 
receipts if they build now. Older 
readers were hit with the appeal 
to build now and enjoy a dream 
house while there yet is time. 


Three Appoint Porter 


Robt. F. Porter Co., Winston- 
Salem, N. C., has been named to 


handle 24-sheet poster campaigns 
on a national basis for Elgin Na- 
tional Watch Co., Elgin, Ill., and 
A. H. Pond Co., Syracuse, N. Y., 
maker of Keepsake diamond rings. 
H. Daroff & Sons Co., Philadelphia, 
has named Porter to handle its 
24-sheet posters on Botany 500 
in 12 southern states. 


Lasser Partnership Ended; 
New Companies Formed 


J. K. Lasser & Co., New York, 
accounting firm, terminated its 
partnership on March 31 with the 
withdrawal of H. Kenneth Marks, 
A. F. Adams and Harry Silverson 
as general partners. A new part- 
nership was formed April 1 under 
the name of J. K. Lasser & Co., 
composed of J. K. Lasser, L. W. 
Bell, P. F. Jacobs, D. B. Chase and 
J. D. Bierman. The company will 
continue to deal largely in audits, 
costs, tax and management prob- 
lems of magazine, book and print- 
ing industries. 

Mr. Marks and Mr. Adams have 
formed their own public account- 
ing concern, Marks, Adams & Co., 
at 1450 Broadway, New York 18. 


Advertising House Names Two 

John Paul Coneen and Jack L. 
Pfeiffer have been appointed art 
directors of Advertising House, 
Inc., New York. 
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Put that ad to double use by 
having it reprinted in the form 
of an inexpensive mailing piece 
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170 Worth Green eavtet 


owners... 


.. 45.1% hunt.. 


: . 31.5% golf... 
schedule The Elks. 


THE 


HOW TO OUTWIT 
COMPETITION... AND 
ouTFIT 950,000 $/ks 


If you make sports, business or dress apparel for men, you'll find the large Elks 
market made to order. With their median annual combined family income of 
$5,472.33, Elks can afford to dress well. And they do. For 51.9% are business 
. 46.1% are administrative and operating executives... 
professional men. Elks are exceptional purchasers of sports togs, too—59% fish 
31.7% bowl. To capture the Elks market, 


YOU'LL SELL IT.../F YOU TELL IT IN 


MAGAZINE 


11.6% are 


CHICAGO 
LOS ANGELES 


NEW YORK ° 
DETROIT . 


DOES READER Caatho 
SEE YOUR ADVERTISEMENT? 


Mrs. Castro is a typical Filipino house- 
wife, hardworking and very devoted 
to her family. 
capital of the Tagalog province of 
Bulacan in Central Luzon. She speaks 
Tagalog, the leading Philippine dia- 
lect. 
WAY, the leading Tagalog magazine. 


LIWAYWAY is aimed at the Tagalog 
region of Central and Southern Lu- 
zon which includes metropolitan Ma- 
nila. 
sumption of U. S. goods. 


But there are other important Philippine 
markets where different dialects are 
spoken. 
RAMON ROCES publications among 
which are the EVENING NEWS, lead- 
ing afternoon newspaper, and BAN- 
NAWAG, 


She lives in Malolos, lects. 


Her favorite weekly is LIWAY- 


It is the ‘first’ market in con- 


LIWAYWAY is one of nine 


leading Ilocano weekly. 


Ramon Roces Pusucarions - 


MANILA © PHILIPPINES 


Ghe fEvening News * Dtvening News Sanday 
LIWAYWAY- Bannawag-Baae-HILIGAYNON- KISLAP 
PAPUPARO: Fidpoinwo KOMIKS 


The others are printed in native dia- 


only group to reach effectively Fili- 
pino buyers from the northernmost 
part of Luton down to Mindanao. 
The RAMON ROCES Group covers 
them all by dialect sectors and buy- 
ing groups with a readership of over 
2,000,000. 


Issue one space contract, supply Eng- 
lish mats or cuts and your edvertis- 
ing will appear in the leading English 
evening paper and the dialects in all 
important Philippine markets. 


Consult your advertising agency or 
write for further details to our United 
States Representative: 
POTOSTO, 270 Park Avenue, Now 
York City, Murray Hill 8-4777. 


Together they make up the 


ALBERT CA. 


MAGAZINE 
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9 . 7. 7 . 
That’s What Retailers Told DUN & BRADSTREET’S Reporters in Nation-wide Survey  f:;" 
Mu 
procer 
illare 
ng wi 
Taine are clear and specific on the kind of help they need from manufac- % Retailers look to HAIRE in eleven stan 
turers to speed up sales. They are equally clear on the subject of WHERE they ex- oe — iaaniaie es. 
: ° er oday when its so important to reach and intlu- te 
pect to find the information they seek. In a nation-wide survey conducted by DUN sneha viediay- atte ebeaten dideaty wed Gua Ons 
& BRADSTREET, INC. on behalf of ABP, dealers spoke freely in interviews that omy.. . the one place where you can best tell your ntend: 
were conducted in the most objective manner. Here are some of the highlight facts: ave & the specialized Haire Business Paper of ey & 

your tieild. pales 
Our own surveys reveal that subscribers to Haire comet 

% Information in trade and general ad- % Trade publications enjoy wide circu- Publications keep their copies for an average of paid. 
vertising most desired by dealers lation within dealer organizations 150 days . . . over 20°/, keep them for a year or The 
uae o lors i longer for constant reference. More than that, inued, 
The dealers have indicated definitely what in- It was indicated thot 78%, of dealers inter- there are 4.3 readers for each copy printed. ery 
=. viewed reported pass-on readership; over 7 , : pny thi: 
formation is most useful to them and where 60°/, of the average dealer's sales personnel Your highly selective monthly Haire Publication elp hi 
they expect to find it. Note the decided pref- read trade publications; and that these pub- will deliver your advertising message to the right Ss pers 
erence for trade publications in each instance. lications were kept for an average of 2 months “people .. - at the r ight places . . . with the asssur- an be’ 
for reference purposes. ance that it will receive the high reader interest or sta 
Feathers Trade General which the specialized publication commands. fa hy 
’ S not 1 
New Product Information 80°, 32%, % Sete pO ee ap gh ike it, 
Selling features of Products 65%, 34%, keeping them informed about consumer ot. 
Prices and Price Changes 50°, 25%, advertising The ante.’ 
Selling Suggestions for Throughout the country dealers have indi- He t 
Salespeople 46%, 14%, cated that they prefer to see manufacturers pealers 
Suggestions for point-of- use trade publications rather than other means vse 
sale tie-in with displays, in keeping them informed about their con- Se 
local advertising, etc. 43°/, 16%, sumer advertising as indicated by the follow- oat 
ing percentages: Trade Publications 46°%/,; Specidlized Merchandising Magazi H “ 

'e Victe 30°/ + Dj 1910 ecialized Merchandising Magazines 
de The average dealer reeds 2¥2 trode Salesmen's Visits 30°/,; Direct Mail 21%,. g ep pe te 
publications thoroughly % About 60% of the average dealer's * HOUSE FURNISHING REVIEW * HOME FURNISHINGS MERCHANDISING houid 
. customers buy what he recommends ealors 
The average dealer reads 2!/2 trade publica- Th # 60%), reflects strongly the i * LINENS AND DOMESTICS * CROCKERY AND GLASS JOURNAL rate © 
: all e average o _ retiects stron e in- : 
fon ond 4 sera pableion, Deal Ra dadethow'n cee hey autamumwarno-amonucsons 
' ‘ e. Since t fers to get his vital ; , 

publications, while they only "scan" the gen- hisnalion wo ale poe noua ee See ee : b- 
eral magazines and look at the pictures. influence of trade paper advertising is obvious. * LUGGAGE & LEATHER GOODS * NOTION AND NOVELTY REVIEW eg 
* COSMETICS AND TOILETRIES m 
Send for the complete informative report of the x } 
Dun & Bradstreet Survey. It's yours for the asking. More Effective because They're More Sell-ective nev 

y t 
s te 
4 Can 
Ce 


es «THE HAIRE PUBLISHING COMPANY - 1170 sroanwav. new vork 1, new vorx DS © 
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Ignorance Cause 
iof Display Loss, 
PoPAI Warned 


Lillard, GF Exec, Says 
Sponsors Fail to Learn 
Dealers’ Wants, Needs 


New YorK—The shift from 

ounter service to self-service in 
grocery outlets puts new impor- 
ance on food point-of-purchase 
mematerial, W. P. Lillard, sales pro- 
mmotion manager of General Foods 
aeecorp., told the annual Point of 
of Purchase Advertising Institute’s 
isplay advertising symposium last 
week. 

He estimated that about 80¢ of 

~ach food dollar is now spent in 
elf-service stores. He also cited 
surveys showing that 76% of wo- 
men shop from memory (i.e., 
without a list), that 66% buy on 
maimpulse and 91.8% shop in per- 
a son. 
He warned the group that many 
igns show “people are building 
n immunity to advertising in both 
he printed and spoken form,” and 
insisted that generalities, far- 
fetched comparisons, incredible 
laims and unrealistic situations 
are inadequate. 

“Much display material sent to 
grocery stores is never used,” Mr. 
illard reported, and urged check- 
ng with the field to determine ac- 
7 eptance of the material the trade 
eeds. 


“ General Foods, which spends 
P 1ore than $1,000,000 on display, 
r ntends to use its salesmen to sur- 
f ey grocers repeatedly, with the 


sales force’s findings tabulated on 
BM ecards. About half of display 
{ naterial is wasted, Mr. Lillard 
) said. 

The display sponsor, he con- 
x inued, should realize that the gro- 
ery store operator will accept 
bnything he can be convinced will 
n elp him to sell more; the problem 
t s persuading him that his space 
= ‘an better be used for display than 
t or stacking goods. The real test 
bf a display piece, in his opinion, 
snot whether food manufacturers 
ike it, but whether grocers like it, 
nd “our task is to determine more 
ccurately just what the grocer 
Wants.” 

He thinks lack of knowledge of 
bealers’ needs is responsible for 
tuch of the waste in display. The 
cond major factor is sending too 
huch material for the dealer’s 
bees and space. 

He said food manufacturers in- 
re:ted in display should acquire 
xpert knowledge of the problem, 
hould experiment to see what 
falcrs want and should concen- 
fate on supermarkets and chain 
Ores, 


EL. Reibold, sales promotion 
anager of Cluett, Peabody & Co., 
fcited the force of national ad- 
trilsing backing displays. On an 
verige, an Arrow ad runs every 
X cays in a national magazine, 
ons with a newspaper campaign, 
Us television. He said Arrow’s 
ll campaign in magazines would 
Continued on Page 77) 


A MESSAGE TO THE 


Dentists of Chicago 


oe the Important Subject of 


AMMONIATED DENTIFRICES 


| To rat pum ely Amuro! was NAMED tm the famenes Realer's 
Dagest Avice “New Brush-Of For Dental Decay” 
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IT’S DIFFERENT—Amurol Products Co. 
launched its first consumer campaign in 
the ammoniated dentifrice field with this 
newspaper copy last week. Both news- 
papers and magazines will be used, 
through Jones Frankel Co., Chicago. 


Begins Consumer 


Ads for Amurol 
Tooth Powder 


Sterling Also Starts 
Copy for Its Entry in 
New Dentrifice Field 


Cuicaco—Amurol Products Co. 
last week jumped into the in- 
creasingly competitive battle for 
public favor in a new field—the 
sale of ammoniated dentifrices. 

Newspaper and national maga- 
zine copy for Amurol, its entry 
in the fight, will be rigidly 
governed, however, by a four-man 
board set up by the University of 
Illinois Foundation. While some 
of its competitors may make ex- 
travagant claims, Amurol will 
point out that its tooth powder has 
been accepted for clinical trial 
by the Council on Dental Thera- 
peutics of the American Dental 
Association. 

Amurol broke its consumer cam- 
paign with 1,500-line ads last week 
in the Chicago Tribune and Daily 
News, as a special message ad- 

(Continued on Page 8) 


An Understatement 


is full of persuasive 
power. See ‘Salesense,’ 
Page 66. Other features: 


MINIT 2: ccnnsact idicaambadtimidaboindsecintdenpies 12 
Advertising Market Place ..............cccc00 56 
NE Te FI FUDD aes jcc scccnccerearscecetese 26 
EN IE BENIN ssisnsskaccancctnsindsinseonemnaaetg 52 
Coming CORVORNORE ...0000000200..0csccccsccsesees 53 
CPOIIND TRONS GOPRIE ociciscecscccscessccssceonee 76 
Cepartment Store Sales ................ccc000 32 
NEE ES ee ee 12 
Farm Publications Linage ..................006 50 
ae ere 16 
Information for Advertisers ...............cc008 56 
IN Uh ccsicracnchnaiciavaviessassasnesiquditel 42 
I TID avecticciccvaretansneqeestveqnssivens 50 


NE LE EET COT OT 79 


Photographic Review .............ccccccceeeeeseees 49 
NEN, MINE sci llcatratadardoceicesesivcncasvoiuaneosety 12 
Teleradio Man’‘s Corner ........................00 68 
Voice of the Advertiser  ..................ccc0c000 72 


Retailer Urges 
Co-op Efforts 
to Save Brands 


New YorKk—The only way to 
combat the growing challenge of 
private label brands is for national 
brand owners to launch an ag- 
gressive advertising and selling 
campaign in cooperation with re- 
tailers, Charles B. Dulcan Sr., 
vice-president and general man- 
ager of the Hecht Co., Washington, 
told a retail clinic held during 
Brand Names Day here April 12. 

Mr. Dulcan was presented with 
the award of “Retailer of the Year 
in Brand Promotion” by Samuel 
J. Cohen, sales manager of Lit 
Bros., Philadelphia, who is chair- 
man of the retail advisory com- 
mittee of Brand Names Founda- 
tion. 

Mr. Cohen said Mr. Dulcan’s 
suggestion “can be the start of 
the greatest newspaper advertising 
and promotional campaign in the 
history of American retailing, and 
is only waiting upon the early de- 
cision of a majority of brand name 
manufacturers to meet the public’s 
demand for better values now.” 


w At the luncheon sponsored by 
the association, John Foster Dulles, 
U.S. delegate to the general as- 
sembly of the United Nations, as- 
serted that while the UN is doing 
a good job, it “has been the victim 
of free advertising by well-mean- 
ing but over-enthusiastic and in- 
experienced friends.” 

“You gentlemen,” he said, “are 
experts in the art of developing 
reputations for your branded prod- 
ucts. You can, therefore, appreciate 
the present predicament of the 
UN. It was held out as being a 
cure-all, and now it is seen to be 
much less than that. 

“If, today, the public bought 
a particular make of automobile 
because it was advertised that it 
would go 100 miles an hour on 

(Continued on Page 82) 
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NAB Board Considers 


Adding TV 


DUAL-TEMP 


YEAR’S THEME—Admiral Corp. opens a 

new drive for its Dual-Temp refrigerators 

this week with this 1,700-line ad in news- 

papers in 110 cities. That flavors don’t 

mix will be Admiral’s dominant theme 
this year. (Story on Page 6.) 


NAB Will Seek 
Big Promotion 
Fund for Radio 


Cuicaco—The board of directors 
of the National Association of 
Broadcasters last Thursday voted 
establishment of a Broadcast Ad- 
vertising Bureau, with an initial 
appropriation of $220,000. 

The Broadcast Advertising Bu- 
reau, or BAB, will seek to sell ra- 
dio as an advertising medium, just 
as the Bureau of Advertising has 
sold newspapers. It is scheduled 
to go into operation by June 1, 

(Continued on Page 80) 


Last Minute News Flashes 
Buick TV Show May Take Texaco NBC Spot 


New YorK—Buick’s new hour telecast, starring Olsen and Johnson, 
may take over the Tuesday 8 p.m. time spot on NBC when Texaco 
gives Milton Berle a vacation starting June 14. When Texas Co. re- 
turns after a 13-week hiatus, Olsen and Johnson will move to another 
time. Kudner Agency, which handles both shows, had originally 
planned to put the Buick program on CBS but ran into difficulty with 


time clearance. 


Avianca Newspaper Ads Announce Service 


New YorK—Aerovias Nacionales de Colombia (Avianca) 


is an- 


nouncing in ads in newspapers in New York, Washington and Miami 
its new direct New York-Bogota air service, which leaves New York 
Thursday and Sunday mornings. Wendell P. Colton Co., New York, is 


the agency. 


Y&R’s Hoover Reported Going to Time, Inc. 

New York—Lawrence G. Hoover Jr., formerly manager of the pub- 
licity and public relations department for Young & Rubicam, New 
York, reportedly will join Time, Inc., on May 15. Henry F. Woods Jr., 
formerly public relations supervisor, succeeds Mr. Hoover as depart- 
ment manager. Harold A. Smith continues as director. 


Orr Names Baxter V. P. of Creative Production Board 


New YorK—John H. Baxter, former manager of the copy department 
at C. J. LaRoche, Inc., New York, has joined Robert W. Orr & Asso- 
ciates, New York, as vice-president in charge of the creative production 


board. 


(Additional News Flashes on Page 81) 


D o ee * 
Miller Reelected for 
Five-Year Term; Next 
Meet Set for Chicago 
CuicaGo—Prospects for a reor- 
ganization of the National Associa- 
tion of Broadcasters to include a 


section of television broadcasters 
seemed excellent last week as the 


Other stories on the NAB meet- 
ing appear in the adjoining column 
and on Pages 4, 33, 38, 47, 52 and 
61. 


board of directors ended its meet- 
ing Thursday evening. 

The plan received the qualified 
blessing of President Justin Miller 
at a press conference early last 
week. Discussions between NAB 
and the Television Broadcasters’ 
Association are still going on, he 
said, despite reports to the con- 
trary. 

While he declined to set forth 
details of such a reorganization— 
preferring to leave that to the 
members and the board of di- 
rectors—he hinted that it might 
provide for separate sections for 
AM, FM, TV and facsimile broad- 
casters. 


# Announcing his acceptance of a 
new five-year contract as pres- 
ident, Judge Miller said the next 
five years will see NAB become 
the key organization for all types 
of broadcasters. Asked if the as- 
sociation could continue despite 
competitive selling of radio and 
television, he said that he saw no 
reason why they could not do so, 
and pointed to current contro- 
versies within the ranks as evi- 
dence that the association can 
maintain an even keel in spite of 
internal disagreements. 

Proposals for including a tele- 
vision section, headed by a quali- 
fied industry man who would hold 
a rank equivalent to Judge Mill- 
er’s, received the endorsement of 
the NAB board. 

Top man for a video section, the 
board agreed, would have to recog- 
nize that his job was to serve both 
AM radio and television. Board 
members concluded that since AM 
is now supporting TV, the new 

(Continued on Page 81) 


Alcoholics Ask 
Aid of Drinkers 


New YorK—“You can drink. 
Help the alcoholic who can’t. Al- 
coholism is a disease.” 

This appeal is labeled on con- 
tainers to be placed in New York 
City bars, taverns and package 
stores beginning in May to raise 
$100,000 for the National Commit- 
tee for Education on Alcoholism. 

The containers will also appear 
in railroad and air terminals, de- 
partment stores, hotels and restau- 
rants, according to Mrs. Marty 
Mann, who founded the committee 
in 1944 with the cooperation of 
Yale University. If the drive is 
successful here it will be extended 
to other cities. 
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TWA Signs 44-Week 
Contract with ANAN 


New York—Trans-World Air- 
lines established what may be a 
precedent in the aviation industry 
late last week when it contracted 
with American Newspaper Adver- 
tising Network for a 44-consecu- 
tive-week newspaper campaign. 

This is said to be the first time 
that any advertiser in the industry 


SUPER SALESMAN 


satary: 50¢ for life! 


Tireless, aggressive. Experienced, 
proven sales producer, good will 
generator. Name: MICRO-LITE, the 
handsome all-purpose miniature 
keychain flashlight imprinted with 
YOUR firm name. Put me to work 
for YOU! I'm a whiz for new biz. 
For promotional plan tailored to 
YOUR line . . . literature, price list, 
sample, write on your business let- 
terhead to Dept. A-418 
MICRO-LITE CO., INC. 


44 West 18th St., New York City 11 
= oe oe oe ee ee ee ee ee ee 


Rien 


has used newspaper space in key 
markets with such a high degree 
of frequency and continuity. 

The new contract was signed for 
TWA by Paul Markman, recently 
elected vice-president of Batten, 
Barton, Durstine & Osborn. With 
Mr. Markman at the signing of 
the contract were Lewis Happ, 
BBDO, and Larry Handon and 
Jack Doorty, ANAN. 


Hill-Chase Names Watt 


Hill-Chase & Co., Philadelphia, 
steel and aluminum distributor, 
has named W. H. Watt Advertis- 
ing Agency, Upper Darby, Pa., to 
handle its advertising. The ap- 
pointment also includes the Hill- 
Chase Steel Co. of Maryland, Bal- 
timore. Trade publications, direct 
mail and financial pages of daily 
newspapers in Philadelphia and 
Baltimore will be used. 


Leishen Named Sales V. P. 


M. Leishen, formerly president 
of Zenith Corp., Los Angeles, has 
been named vice-president in 
charge of sales of Woodstock 
Typewriter Co., Woodstock, II. 


WO sae tear 
Ra ibe 


Union President 
Helps General 
Mills Create Ad 


MINNEAPOLIS—General Mills, 
which has consistently voiced its 
belief that the best way to explain 
the workings of the business sys- 
tem is for each company to tell 
its own individual story, rather 
than to rely on association or 
canned advertising, will tie in with 
the Advertising Council’s campaign 
to explain the American economic 
system with two special ads ap- 
pearing in April and May. 

The ads, however, are not coun- 
cil ads. They are General Mills 
ads in which an attempt is made 
“to illustrate some of the basic 
truths about our economic system 
with specific examples drawn from 
the company’s own experience, 
facts, figures and policies,” ac- 


4 
e 
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DISCUSS THE ABC’S—Gathered for the ABC stations relations advisory committee 
meeting in Chicago are, |. to r., Harold Hough, WBAP, Fort Worth; Roger Clipp, 


WFIL, Philadelphia; Mark Woods, ABC president; 


E. K. Hartenbower, KCMO, 


Kansas City, and Bill Grove, KFBC, Cheyenne. 


cording to Sam Gale, vice-pres- 
ident in charge of advertising and 
public services. 

The first of the two, a full- 
color page to appear in The Amer- 
ican Weekly April 17, Life May 9 
and The Saturday Evening Post 
May 21, is unusual in that it was 


2 out of 3 
ehildren... 


Purchases for children in the West, like all other retail sales in the 
great eleven-state market, are on a two of three ratio. That is, two 
of every three dollars are spent in the Hometown communities, out- 
side the six largest cities of the region. 


Hometown buying exceeds nine billion eight hundred million dollars 
a year. It is guided by on-the-spot advertising in Hometown Daily 
Newspapers, which are published and circulated where three-fourths 
of the West’s population—thirteen million persons—live. 


Each year, more and more progressive business concerns are expand- 
ing their sales in the West by consistent advertising in Hometown Daily 
Newspapers. They have determined that no other medium can match 
the coverage and readership of Hometown Daily Newspapers. 
How or where else can an advertiser place his sales message before a 
buyer for less than one penny! 
The low cost of advertising in Hometown Daily Newspapers has been 
established by a series of scientific readership studies, the latest of which 
is now available. To obtain a copy, write to Hometown Daily News- 
paper Publishers, 2001 Beverly Boulevard, Los Angeles 4, California. 


P 
HOMETOWN DAILY NEWS 
GIVES MAXIMUM COVERAGE 


APER ADVERTISING 
AND READERSHIP 


10 
THIS WESTERN HOME 
AMERICA’S THIRD GREATE 


WN MARKET IS 
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created with the help and coop- 
eration of the American Federa- 
tion of Grain Millers (AFL), the 
union which represents production 
employes in the company’s flour, 
feed and package food plants. 


a The ad, entitled “Like to See 
Our Baby Picture?,” illustrates an 
1885 packing room in the com- 
pany’s Minneapolis flour mill. Th 
copy cites the progress made }b 
General Mills under a free econ- 
omy: Shorter hours, wages 2}, 
times higher than in 1928; creatior 
of more than 8,000 new jobs, ani 
collective bargaining. 

“How has all this come about 
copy asks. “Through a typically 
American brand of teamwork or 
the part of research experts. 
stockholders... farmers... labor 
organization...” And a box 
signed by Sam P. Ming, presiden 
of the grain millers’ union, says: 

“We all live better today be 
cause of the American brand of 
teamwork. Collective bargaining i 
good faith is an important phase 
of that teamwork.” 


@ The ad is in the nature of ; 
test. and reprints are being sen 
to all stockholders and employes 
together with brief stories in the 
company’s separate employe an 
stockholder magazines, as well a 
to a small list of other busines 
executives. 

“So far as we know,” Mr. Gal 
said, “‘this is the first national a 
vertisement in which labor an 
management in a major compan) 
have joined in the expression 
common aims.” General Mills 
which feels that too much in 
stitutional advertising “smells | 
the front office,” will watch | 
see what the mutual approach dot 
to readership and credibility, pa! 
ticularly in the wage-earner grou! 

The Minneapolis office of Bat 
ten, Barton, Durstine & Osbor' 
handles General Mills institution4 
advertising. 


Three to Posner-Zabin 

The following accounts have 4} 
pointed Posner-Zabin, New Yor 
to handle their advertising: R\\ 
Hosiery Co., New York; Eig 
Fashions, New York, maker of ! 
bon curlers and perm-o-wave, ‘ 
Michigan Peat, Inc., Capac, Mic! 
maker of Michigan peat soil 
ditioner. 


Davies Joins Morse 

Frank Davies, former medi: © 
rector of Hazari Advertising | 
New York, has joined the nee 
department of Morse Internat »! 
New York. 


remember 
Business 
Associates! 
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In the first quarter of 1949 


Look circulation averaged 
more than 3,000,000 


This was the highest quarterly 
average in LOOK history. 
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In the first quarter of 1949 


Look led all major general 
magazines in per cent of 
advertising lineage increase 


This was the largest first 
quarter in LOOK history. 
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ADVERTISING BOX SCORE 


Ist Quarter 1949 vs. Ist Quarter 1948 


Pages Per cent Pages Per cent Pages Per cent 


(gain or loss) (gain or loss) (gain or loss) (gain or loss) (gain or loss) (gain or loss) 


Se +22.2 +8.8% Peper 43.0 4.49%, American. ..-—-14.0 —-10.7% 
Better Homes +26.1 +7.9% 0 ae 11.6 —4.8% 


McCall’s ...—37.3 14.8% 


& Gardens 


Amer. Home +4.6 +2.7% 


Good 


Housekeeping +8.6 +2.4% 


Woman’s Home 


Companion .. +4.0 +1.9% 


Newsweek ..--36.0 5.7% 
nies 2: 2s —149.2 16.1% 


Cosmopolitan--11.6 6.9% 


True Story ..—15.1 —8.6% 


Ladies’ Home 


Journal ....—-38.3 10.2% 


Redbook ...——-13.4 16.3% 


Collier’s...--150.9 30.3% 


a Sem ae oe > Sige Z = oe 2 . bg 
eo ERO EE ee ee wag Looe ee ee ee ho OE 
# wy ae oi aon ‘ ibs hu ht: Hh 


a ; ; f aft "i igeh2 te tac ele 2h ; = ead ¢ i ce: ae ee aah i he . a é Sap ek AG ens : wee o : ‘ 
| : : 7 oa 4 Lae ay Sak ae cre aks Bie pe gail th x 
= ee 
7 —_— SSS 
; 
; have a} ee 
Jew y orn 
ng: Riv 
rk; Exdga 
ker of ! 
wave, al Fe 
yac, Mic! 
soil a 
| 
amet ee Pe ——————Ew 
tising ‘ 
the me FS TY 
a ‘ x: wunlene . Se a 
, det Ete hg ~» 
x. e tren to ae 
O LSS 
i ~ | a | -~ O : 
or | 
= “ ed 
HE IO REM i pe ee ee a Te Fe Rid WORE So CS, Cones idee NES ley onl ges . 2 acs pees ines : | 
: , : AR a perience at eG Be ae Cie POR S me mee Miri clrht: aie roe ers ers ve . eos : i. 2 


